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still Another FIRST 
in Jet Fueling 


... Brodie Meters Help 
Speed Fueling of Longest 
Commercial Non-Stop 

Jet Flight — Seattle to Rome 


Boeing’s new Intercontinental 707 made flying history 
when it covered the 5,830 mile Seattle-Rome run 
non-stop in 11 hours, 6 minutes. Some 21,356 gallons 
of fuel were loaded aboard the big jet through Brodie’s 
full capacity B-60C BiRotor Meters. 


Fast, accurate Brodie BiRotors, built for speeds up 
to 750 gpm are proving their time and cost saving 
abilities — on the job along major world air routes. 
For jet, jet-prop or conventional fueling — for every 
bulk transfer from wellhead to final delivery — every- 
one discovers that you don’t have to “baby” Brodie 
BiRotor Meters — they operate at full-rated capacity! 


Whatever your metering needs, consult with your 
nearest Brodie Metering Specialist. 913 


REPRESENTATIVES WITH STOCKS AND SERVICE 


EVERY WHERE—Brodie 
is linked with Progress 

Here's another example 
from SEATTLE 


ND 


A ground crewman prepares to 
dual fuel long range Seattie- 
Rome 707 jet airliner. Well ahead 
of the jet-age breakthrough 
Brodie was ready with precision, 
high capacity meters for fast, 


efficient fueling. 











RALPH N. BRODIE COMPANY 


San Leandro, California, U.S.A. 
CABLE ADDRESS: ‘‘BRODICO"” 


MT. VERNON, N.Y., 550 So. Columbus Ave. 

DALLAS 7, TEXAS, 167 Parkhouse St. 

SEATTLE 9, WASH., 221-9th Ave. N. 

CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
LOS ANGELES 22, CALIF., 5401 Sheila Street 


FACILITIES IN L PRINCIPAL CITIES 








Icing inhibitor... Detergent... 
Anti-corrosion agent... 
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Sure you want an icing inhibitor in 
your gasolines, for a sure-fire Winter and Spring 
promotion. But why settle for just an anti- 
icing agent when you can get three promotable 
benefits in a single additive? 

1. As an icing inhibitor, “Ethyl” Multi- 
Purpose Additive prevents stalling from carbu- 
retor icing in most cars under most conditions. 
2. As a detergent, it removes deposits from 
carburetors and prevents new deposits from 
forming. Your fuels give better mileage—and 
reduce engine servicing problems. 

3. As an anti-corrosion agent, it formsa 
protective coating over metal surfaces to pre- 
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“Ethyl” Multi-Purpose Additive 
gives you all 3 for Winter-Spring promotions! 


vent oxidation in fuel systems. 

By adding “‘Ethyl’’ Multi-Purpose Additive 
to your fuels—at a cost of less than a penny 
per barrel— you can use the triple improvement 
in fuel performance as the basis for a sales- 
boosting promotion. 

Count on Ethyl, of course, for assistance in 
your sales promotion planning. It’s another of 
the wide range of services available to you 
when you buy from Ethyl. 


ETHYL 
CORPORATION 
New York 17, N. Y. 





October, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 172) 











COUPLING 
ASSEMBLIES 


The Fastest 


Safest, Surest Coupling Known! 


OPW KAMLOKS add extra life to hose . . . guarantee 
greater security in handling all types of liquids. A perfect- 
ly, tight. no-leak seal is made instantly without twisting, 
kiuking or straining of hose. Merely slip Adaptor into 
Coupler and press cam levers down. No threads to engage, 
no twisting inten against gaskets, no tools required for 
a connection that holds fast, stays tight. 


OPW KAMLOKS are available in any combination to meet 
coupling requirements in sizes from 4%” to 6” inclusive. 


ALL OPW KAMLOKS ARE 100% GAUGED FOR COMPLETE INTERCHANGEABILITY. 


All styles of Adaptors fit in all styles of Couplers of the 
same size. 


BRONZE © MONEL © ALUMINUM © STAINLESS STEEL © SEMI STEEL 











Free Catalog F-10R provides de- 
tailed recommendation and sizing, 
charts — factual information to 


help in planning,, selecting and opw ¢C & e > 2 i AT ' oO h® 


determining installation. 2735 Colerain Ave., Cincinnati 25, Ohio, Kirby 1-5400 
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ANOTHER EXCLUSIVE: That's the special 
report on supermarkets in oil marketing, 
beginning on page 141. It’s as hot as 
tomorrow’s newspaper and just as perti- 
nent, giving you a complete fill-in on 
food chain plans to invade gasoline re- 
tailing. It’s the second unusual develop- 
ment this year to be printed as an NPN 
exclusive. The first was the series on 
skid-tank stations (NPN—June, p87; 
July, p85). 


ALSO A HOT ONE is the article on uni- 
versal credit cards that starts on page 
117. It brings you up to date on the 
progress universal cards have made since 
their advent a year ago, analyzes their 
value to marketers and their prospects 
for future success. Again, it’s chock full 
of information you won't find anywhere 
else. 


JERSEY STANDARD’S announcement that 
it will unify its domestic affiliates took 
the industry by surprise. Jersey’s still 
keeping its corporate lip buttoned on 
details, but you'll find out all about the 
move on page 107. 
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and cons of divorcement . . . What's 
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MONTHLY ANALYSIS OF ACCOUNTS 


CREDIT 


| STATEMENT AS A BASIS 


FOR CREDIT 





TAKE YOUR 
PROBLEMS TO THE EXPERTS... 


Your 
Mobil Specialists! 


YOU'RE MILES AHEAD WITH MOBIL! 


MOBIL OIL COMPANY, A Division of Socony Mobil Oil Co., Inc 


(To obtain more data on advertised products see page 172) 


A sound credit system helps provide you with work- 
ing capital, helps eliminate risks and maintain good 
customer relations. Your Mobil Specialist has just 
such a plan. At your request, a trained specialist will 
be glad to help analyze the trouble and make definite 
recommendations. Additional experts are available to 
assist you with other tough problems too. For in- 
stance, help you reduce loading time . . . help select 
the best man-power available . . . help institute man- 
agement procedures that make running a business 
easier—and more profitable. 

That’s why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products add 
up to a real competitive advantage for you. 

Talk to your Mobil salesman today. He’s your 
direct line to the specialists. 
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Behind Our Headlines 





Meet Ed McGrath 


isp. NEWEST ADDITION to the NPN editorial 
staff is Ed McGrath. 

Ed is a career magazine man, having started with 
McGraw-Hill (NPN’s owner) nearly seven years ago. 
His first assignment was in the news department of 
Food Engineering; and he was with that magazine, 
handling assorted assignments, until he joined NPN. 
Before coming to McGraw-Hill, Ed worked for the 
New York Herald-Tribune. 

Born Edward Patrick McGrath on Long Island, 
Dec. 8, 1929, Ed was reared in New York City. 
He has a B.S. degree from New York University, 
earned while working full-time at McGraw-Hill. He 
expects to receive an M.A. degree from Brooklyn 
College next February. 

From the picture, you can 
see that Ed is an army man 
and knows how to take care 
of himself. He first served in 
a parachute infantry regiment 
as a medical corpsman. At 
present he is a public infor- 
mation officer in the 77th in- 
fantry division of the army re- 
serve and has the rank of first 
licutenant. 

(In the picture, Ed is dem- 
onstrating silent killing. He 
taught a course in hand-to- 
hand combat during two 
weeks’ summer training at 
Camp Drum, N.Y. and was 
aide-de-camp to the 77th’s commanding general.) 

Ed is married to the former Dorothy Shepherd and 
has two daughters: Cynthia, 7, and Deborah, 4. 

Appropriately, his first assignment on NPN was the 
article on supermarkets in the gasoline business, Ed’s 
experience on Food Engineering was uniquely valuable 
for this project in oil marketing, because it called 
for an understanding of food marketing operations. 


McGrath 


Time Capsule (Il) 


OT LONG AGO I reported that NPN’s Oil Industry 
Centennial issue (August) was selected for in- 
clusion in the time capsule sealed at Titusville, Pa., 
Aug. 27 as a highlight of the centennial program there. 
Since then we’ve had better news. NPN’s own 50th 
anniversary issue (February), featuring a history of 
oil marketing, was also selected for the time capsule. 
So NPN has the distinction of being the only oil 
publication with two different issues in the capsule to 
be opened in the year 2,000 A.D. 


fics Editor 








NEPTUNE JPi70% 


Complete Truck Metering 
in One Weight and 
Space Saving Unit 


Nothing extra to buy... only 3 connections to make 








To measure fuel oil and gasoline accurately under all 
conditions you need more than just a meter. lg ak 


You need an efficient air release to purge bubbles or slugs of air. 
You need a strainer to prevent dirt stoppages. You'll want an ; 
automatic quantity control valve. ..and a time-saving ticket printer. W h d t S 


Only Neptune gives you all these features in so little space, with so 
little weight. Everything’s built into one compact unit . ..a complete ' U It 
metering system that takes little more space than this advertisement. 

Most Neptunes can be assembled with right-hand, left-hand or 

angle flow, so they pack neatly into any position in the compartment. If) to 


Neptune meters permit more pay-load ... with no “extras” or accessories 
to buy... less chance for leaks... less chance for improper installation. VO U l 


Add Neptune’s fine reputation for sustained accuracy and you 
have the big reasons why this Neptune meter is the 
oil marketer’s most sought-after business friend. N FPTU N F 


All sizes. Ask your Neptune Equipment Jobber or Tank 
Truck Manufacturer for details. 


NEPTUNE METER COMPANY nep “a 19 West 50th St., New York 20 


for a better / measure of profit 


BRANCHES AND JOBBERS IN ALL PRINCIPAL AMERICAN CITIES 
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UI METERS 
System 


STRAINER: 


Removes sediment, scale and dirt 
from liquid, averting stoppages 
and preventing undue wear 

or damage to meter. Easy 

access for cleaning. / 


\ / 





AIR RELEASE: 

This patented Neptune design 

removes air that may be entrained 
/ or sucked into liquid before it 

enters the meter. High efficiency is 

absolutely necessary for accuracy. 


PRINT-O-METER: 

/ Automatically provides a meter- 
printed receipt showing number of 
gallons delivered. Customers 
appreciate this proof of honest 
service, and it saves time for you. 


-  UNSEBY Vicker 
fact we 


TOP ND fest 





/ 


AuTo-sTop 7 
QUANTITY CONTROL: 


AUTO-STOP VALVE: ‘i 


Automatically shuts off flow when 


MEASURING uamsen. 


RIGHT OR LEFT HAND: 


Operator sets register for any 
desired quantity by pushing 
these buttons. Tripping device 
actuates Auto-Stop Valve 
automatically when pre-set 
gallonage is delivered. 


Positive displacement type. 
Only one moving element. 
Measures liquid by volume. 
Most widely preferred for sus- 
tained accuracy and long life. 
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correct quantity has been delivered. 
Actuated by tripping mechanism 

in Auto-Stop register. Avoids spillage 
and overmeasure. Double-trip valves 
on larger meters shut off high flow 
smoothly, quietly, with high accuracy. 


Components are designed so 
they can easily be switched 
from right hand to left 

hand assembly. Fits almost 
any piping layout. Ideal 

for dual-metered trucks. 
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Report No. 3 on trends in service station lighting 


~~, 


“4 


| No a ) 


Mercury pump island luminaire 
provides up to 116 footcandles 


Located on a busy thoroughfare in Chicago, this new Powerama 
station faced two tough problems: First: — it had to contend 
with severe competition from other businesses lining the street. 
Second: — it had to make an immediate impression on 
motorists to draw them out of the heavy stream of city traffic. 


Both problems were solved by a single move — using an 
extremely effective, high intensity Revere lighting installation 
supplying an unprecedented amount of light. Between 101 and 
116 footcandles illumination next to the pump island comes 
from two 1000-watt color-corrected mercury floodlights mounted 
14 feet above each of three pump islands. Additional light for 
perimeter and approaches is supplied by Revere 1000-watt 
incandescent eliptor floodlights. Average footcandle reading 
on the approaches is 37. 


The overall effect of this Revere installation is just as it 
was intended to be motorists notice the brightly-lighted 
Powerama station in plenty of time to slow down and drive in, 
greatly improving the station’s competitive position. 





; 











1. Six Revere No. 7420 1000-watt mercury floodlights put 
extremely high level of illumination on pump island service 
area. Fixtures use CH-15 color improved lamps. 

2. Fourteen Revere No. 3821 Eliptor porcelain enameled 
floodlights use 1000-watt PS-52 clear incandescent lamps 
for effective lighting of perimeter and approaches. 

3. Three Revere No. 570-620 rigid floodlight poles support 
mercury floodlights. Mast arms extend 6 feet on either side 
of pole, providing mounting height of 14 feet for mercury 
units. No. 217-PA brackets mount the No. 3821 Eliptor 
floods on top of pole. 

4. A special pump island for trucks is lit by upswept 
Revere No. 9708-V horizontal island lighter using very high 
output fluorescent lamps. Fixture is mounted on a No. 303-9 
rigid island standard. 

6S. Six No. 1382-KIR Constant Wattage Single-Lamp 
Transformers are mounted inside the station for better 
appearance, 


Send for your copy of Revere's lighting equipment catalog 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. + 7420 Lehigh Avenue «+ 


Chicago 31, Illinois 


Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 


(To obtain more data on advertised products see page 172) 
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Letters 


What readers say about NPN’s centennial report 
on marketing changes in oil's second century 


To THE EpirTor: 


It seems that your writers have out- 
done themselves in cataloguing the 
issues which face the oil marketer to- 
day and correlating these current is- 
sues to the years to come (“In Oil's 
Second Century: New Roles for Mar- 
keters”—Aug. p115). It should be re- 
quired reading for salesmen. 

I have no specific suggestions other 
than to take issue with the salary you 
assign the officer in the cartoon of 
the year 2059. This I’ll believe when 
I see it. 

B. W. PICKARD 

Director & Vice President 
Standard Oil Co. of California, 
Western Operations, Inc. 


(NPN, reluctantly making due allowance 
for a century of inflation, pegged the 
salary at a million a year.) 


>I am sure there will be some dif- 
ferences relative to the introduction 
of new and revolutionary types of 
fuels from a timing standpoint. | 
share your viewpoint in many re- 
spects regarding future marketing 
concepts and trends, and they closely 
parallel the opinion I have expressed 
to associates within our organization. 
EpwarD W. LANG 

Marketing Vice President 

Cities Service Oil Co. (Pa.) 


Under your comments concerning 
“stiffer competition” you mention an 
increased commercial usage of other 
forms of energy such as nuclear and 
solar. In this regard, I have long 
had a thought that may or may not 
be entirely factual—that the oil in- 
dustry has been remiss to some ex- 
tent in the past and should speed up 
immediately research in the field of 


“expanded usage for its products. This 


could be an area that would assist in 
meeting this competition or in mini- 
mizing the effect on our industry of 
any expanded use of other energy 
materials. 

The oil industry has done a ter- 
rific job and spent millions of dollars 
in research work, almost entirely in 
the improvement of product qualities 
and the development of by-products 
such as chemicals. 

It seems to me that they have done 
very little in research of applications 
and usage of the major products re- 
sulting from the refining of crude oil. 
An example is the recent experimen- 
tation toward the use of asphaltic 
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emulsions as mulching to replace hay 

or straw in the. seeding and planting 
of grasses on sloped terrain. 

R. A. NILES 

Manager, Operations- 

Engineering Dept. 

Standard Oil Co. (Indiana) 

Chicago 


PI envy the oil executive depicted 

in 2059. He certainly is the victim 

of automation and apparently has 

adapted himself to conditions which 
have changed over the years. 

T. A. ALDRIDGE 

Vice President, Marketing 

American Oil Co. 


Some day we will see marketing 
the number one phase of the petro- 
leum industry. We are moving in that 
direction at this time, and I think 
rather fast. The control of the market 
is the key to success in the long run 
of any product. Although it has taken 
100 years to catch up with us, it’s 
right around the next bend. 

Everybody wants to buy every 
market he can get his hands on. And 
it would seem that everyone that does 
not have a market would talk about 
selling his production to those that 
do. 

Of course in the long run marketing 
pays for all of the shows and every- 
thing else for all of the other phases 
of the industry. We are the only seg- 
ment that brings in the consumer dol- 
lar. Up to that time the industry has 
not made any money, only spent it. 

F. W. BURTON 
Gulf Consignee 
Decatur, Tex. 


This article will create a lot of 

provocative thinking on the part of 

marketing people. There is no ques- 

tion but what we are in for a number 

of changes in marketing petroleum 

in the future that may today sound 
rather fantastic. 

E. H. Lyon 

Vice President of Sales 

Phillips Petroleum Co. 


mI have spent 39 years in the oil 
business and have seen the tremen- 
dous growth as well as the many 
changes in the technique of market- 
ing which have taken place, but those 
to come in the next 40 or 50 years 

(Continued on next page) 
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EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save, time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 


Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 

the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 
EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Adapter and 
Coupler 


EVER-TITE 
Shank Hose 
Coupling 


Pa 


Dust Cap 
EVER-TITE Dust Protectors 
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CONTROL VALVES 


AUTOMATED 
REMOTE CONTROL 


For Remote Control, Pres- 
sure Regulators, Differen- 
tial Pressure, Rate of Flow, 
Pressure Relief, Multiple 
Pilot Operation, Non- 
Surge Check Valve. Oper- 
ates on balanced line pres- 
sure, handling oil, gas, or 
water in sizes 2 in. to12 in., 
up to 600 psi and 150° F. 


SEND FOR FULL DETAILS, TODAY 


RALPH N. BRODIE CO. 


San Leandro, Calif., U.S.A. 
Cable Address: “BRODICO" 
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Letters 


will be far more radical. I am sorry 

I won’t be around to participate, be- 

cause I am sure it will be a fascina- 
ting period. 

B. L. Ray 

Vice President, Marketing 

Esso Standard Oil Co. 


From NPN’s Hall of Fame 
Certainly much surprised to find 
myself named in NPN’s Hall of Fame 
(Aug. p137) and thank you very much 
for the recognition. As you know, I 
had no knowledge that you were go- 
ing to honor some of the pioneers in 
the industry. 

While I never aspired to be more 
than the “most efficient damned mar- 
keter in the industry,” I gave all of 
my thought and effort in trying to 
cause Standard of Indiana to main- 
tain its leadership in the industry, in 
its treatment of employes and stock- 
holders, and in the opinion of the 
public. 

I gave up my car two years ago, 
and also all my bad habits, and was 
much surprised when I found myself 
one hot day, Oct. 6th last year, lying 
on the grass where I fell. Have since 
been in the Illinois Masonic Hospital 
for 230 days and at my home for the 
last 3 months where I am slowly re- 
covering, using a Cane... . 

As I am 83 years old, feel sure I 
can finish all the coming days and 
maintain my reputation. 

ALLAN JACKSON 
12 §. Michigan Ave. 
Chicago 


>The second paragraph about Henry 

Latham Doherty referred to him as 

“Harry.” Mr. Doherty was _ never 
known as Harry but as Henry. 

C. S. MITCHELL 

Senior Vice President 

Cities Service Co. 


NPN regrets the typographical error. 


Industry Credit Cards 

The suggestion is an attractive one 
from a savings point of view, but 
we feel that a common credit card 
for all oil companies would reduce 
the merchandising advantages which 
we feel we now enjoy from our credit 
card operation (“How About One 
Credit Card for the Whole Oil In- 
dustry?”—Aug. p168). 

Credit cards are primarily a mer- 
chandising item, rather than a fi- 
nancial vehicle. It is a service at 
which some companies are able to 
excel, whereas other may offer only 
a mediocre service. In this regard, it 
is like direct selling itself. Economies 
could certainly be made through 
pooling the selling efforts and reduce 
duplicate coverage. No sales organi- 
zation, however, would consider such 
a step, as it would eliminate any com- 
petitive advantage that they might 
have and bring all down to the level 
of the poorest. 

L. H. COBBLEDICK 
Credit Co-ordinator 
Imperial Oil Ltd. 


(For more on all-purpose credit cards, 
see page 117). 


Pride and Prejudice 

PFor some 
strange reason, I 
do not know just 
why, the cover of 
the September is- 
sue of NPN 
strikes me as the 
best cover you 
have ever had. In 
fact, it is the best 
cover I have ever 
seen on any busi- 

ness paper. 
CHARLES H. BURKHARDT 
National Secretary, 
Distribution Division 
Oil-Heat Institute of America 


A taxpayer objects to the depletion allowance 
as an unfair ‘grant-in-aid’ to the oil industry 


To THE EpITor: 

As a taxpayer whose only direct 
connection with the petroleum in- 
dustry is an occasional retail purchase 
of gasoline, oil, and TBA, I took 
particular interest in “Should the 
Depletion Allowance Be Cut?” (May, 
p 87). 

Mr. Coughlin’s forceful and cour- 
ageous exposition of the affirmative 
seems just about unanswerable. Mr. 
Elliott, on the other hand, rather 
gives himself away with his bold 


assertion that “the depletion allow- 
ance is simply a device to permit 
an owner of crude oil in the ground 
to recover the value of this capital.” 
The industry (with the exception only 
of some few thoughtful souls like 
Mr. Coughlin) has consistently at- 
tempted to justify the depletion 
allowance by pleading “investment 
recoupment,” an analysis which is 
as false as it is attractive. 

The depletion allowance is “simply” 
an annual deduction from gross in- 


NATIONAL PETROLEUM NEWS °* October, 1959 





come, which continues as long as the 
well holds out. The deduction, in the 
words of Dean Erwin N. Griswold 
(Harvard Law School) “has no regard 
to the recovery of cost or the dis- 
covery value or anything else.” Ac- 
tually, operating charges do affect the 
deduction, because the Internal Re- 
venue Code limits the latter to 50% 
of taxable income, which in turn de- 
pends on cost of operations. This is a 
slight restriction, however. Even Mr. 
Elliott admits that the “average” pro- 
ducer takes a depletion allowance of 
23% (the maximum being 2712%). 

Because the depletion allowance 
comes “off the top,” out of gross in- 
come, this “average” producer of 
crude oil finds himself able to treat 
as a deduction 23c of every dollar he 
takes in, 23c that would have to be 
considered net income anywhere but 
the topsy-turvy world of petroleum 
and mineral taxation. As Mr. Elliott 


maintained, only with the help of one 
of the most powerful lobbies in Wash- 
ington. (The industry does not suffer, 
either, from the fact that both the 
Speaker of the House and the Senate 
Majority Leader are Texans.) 

Why, I wonder, does the oil indus- 
try clamor with such piety against the 
subsidy aspect of ordinary gasoline 
taxes, arguing that gasoline users 
should not have to foot the bill for 
non-highway expenditures? After all, 


the depletion allowance, which the 
industry so passionately supports, is 
nothing more than a grant-in-aid to 
the petroleum producers from all the 
rest of us. 
HILLER B. ZOBEL 
Cambridge, Mass. 


The House Ways and Means Committee 
plans to undertake a full study of the 
depletion allowance in December (NPN 
—Sept., p 99). 


MARKETOR 


himself said, “logic goes out the 
window.” 

Mr. Elliott’s impressive figures on 
the “deficit for the finding and pro- 
ducing segment of the industry” do 
little to clarify the situation. Here 
again, Mr. Elliott is ignoring a basic 
fact of tax law: those expenses are 
all deductible—most of them in the 


... thrifty is right! Compare this 48” 
low beauty with its clean, uncluttered 
profile and advanced functional 
features. It excels in low first cost, 
minimum maintenance, and 

saves island space. 


year during which they are made; 


the “intangible-drilling-costs” loophole 


takes care of that. (Any tangible 
costs, of course, are also deductible, 
though through the same depreciation 
arrangement with which the rest of 
the economy has to be satisfied.) 

Two of Mr. Elliott’s other points 
are worth considering: the effect on 
prices if the allowance is ended, and 
the need for import controls. First, 
prices. It may be conceded that the 
death of the depletion allowance will 
result in a price rise, not, as Mr. 
Elliott says, because “prices must 
cover all costs, including the cost of 
capital,” but because the producers 
will want to maintain current profit 
margins. It cannot be emphasized too 
often the depletion allowance has 
nothing to do with costs of capital. 
If the allowance goes, says Mr. Elliott, 
prices must go up in order to attract 
capital. He curiously neglects, how- 
ever to discuss even the possibility of 
increasing existing profit levels by 
developing ways to cut production 
costs. 

Finally, Mr. Elliott dismisses the 
arguments for a solution via elimina- 
tion of import restrictions as “appeal- 
ing” only “from the viewpoint of a 
theoretical economist.” Compulsory 
controls, he says, are “a part of our 
national policy.” He does not add that 
these controls were imposed, and are 
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| BOWSER, Inc. 


MARKETING DIVISION 
FORT WAYNE, INDIANA 


LARGE, EYE-LEVEL 
TV DIAL LIGHTED 
FROM OVERHEAD 


STAINLESS STEEL 
SIDE/TOP PANELS 


FULL LENGTH COLOR 
IDENTIFICATION 


OVERRIDING 
SAFETY CLUTCH 
COMPUTER 


SINGLE LEVER 
CONTROL 


AUTOMATIC 
RESET 


NONSCUFF HOSE 
ROLLER GUARDS 


EASY PULL HOSE 
LATCHOUT DEVICE 


Occupies smallest 
island space of all 
48” dispensers: 
16” x 20%” 


(To obtain more data on advertised products see page 172) 





Today, no TBA program 
Auto-Lite, the only spark plugs 
HERE’S WHY- 


REASON #1 Invariably, some station operators in your dealer or- 


ganization insist that replacement equipment should be “the brand that came 
with the engine.” This definitely calls for Auto-Lite Spark Plugs—specified as original 
equipment in engines built by these manufacturers: 
CHRYSLER, DE SOTO, DODGE, IMPERIAL, PLYMOUTH, RAMBLER, WILLYS, 
ALLIS-CHALMERS, BRIGGS & STRATTON, BROCKWAY, CHRYSLER MARINE, 
CONTINENTAL MOTORS, DODGE TRUCK, JOHN DEERE, DIAMOND.-T, 
EVINRUDE, GRAY MARINE, HERCULES, INTERNATIONAL HARVESTER, 
JOHNSON MOTORS, LAWN BOY, MACK, MASSEY-FERGUSON, OLIVER CORP., 


and many others. 


f. D REASON #2 Auto-Lite Power Tip eliminates any need for nies 


stations to continue playing the spark plug guessing game. “Should I put in 
hotter plugs for low-speed driving?” Or, “Should I put in colder plugs for highway driving?” 
Why? Because Power Tip is the first spark plug ignition-engineered to “fire up” today’s 
high-compression engines at all speeds! 


AT LOW SPEEDS some spark plugs foul quickly. AT HIGH SPEEDS some spark plugs overheat and 
POWER TIP gets hot fast and stays hot to pre-ignite the fuel. But POWER TIP stays 
prevent fouling. Harmful deposits are burned cooler to effectively check engine-damaging 
away clean. pre-ignition. 
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is adequate without 
with genuine POWER TIP 


a REASON #3 Power Tip’s clean-tip firing 


gives your gasoline every advantage—helps it de- 
liver maximum miles per gallon. In a recent, widely publicized 
test of gasoline economy, Auto-Lite Spark Plugs “fired up” 
twice as many winners (1st and 2nd places) as all other spark 
plugs combined. 


ZO REASON #4 auto-rite spark Pugs with 


Power Tip require a minimum inventory. This 
assures fast turnover and maximum profit. Only 7 Power Tip 
numbers cover 95% of all overhead-valve engines in these cars: 
Buick, Cadillac, Chevrolet, Chrysler, De Soto, Dodge, Edsel, 
Ford, Hudson, Imperial, Lincoln, Mercury, Nash, Oldsmobile, 
Packard, Plymouth, Pontiac, Rambler, Studebaker. 





When you include Auto-Lite Spark Plugs in your 
marketing plans you are taking advantage of Auto-Lite 
advanced ignition-engineering to meet the demands of 
today’s high-horsepower, high-compression engines. 


Now is the time to make Auto-Lite Spark Plugs with Power Tip 
available to your dealers through your own TBA program! 


FLASH! NBC “NEWS ON THE HOUR” brought to you 
by Auto-Lite, Monday through Friday, 7 a.m. to 11 p.m., 
will help your dealers sell more Auto-Lite Spark Plugs. 








the spark plug that cleans 
itself while you drive 


UTO-LITE POWER TIP 


THE ELECTRIC AUTO-LITE COMPANY * TOLEDO 1, OHIO 





October, 1959 * NATIONAL PETROLEUM NEWS (Lo obtain more data on advertised products see page 172) 





JOSEPH R. PROTANO. owner, 
Protano’s Service Station. 


EMPLOYEES APPRECIATE the speed, sim- 
plicity and accuracy of a National System. 


“Our ational Full-Shelf Plan 
saves us‘4.000 a year... 


pays for itself every 7 months!”’—protanc’s Service Station. 


Worcester, Massachusetts 


“After our National Full-Shelf Plan 
was installed, we were able to eliminate 
cash and inventory shortages of more 
than $4,000 a year,” writes Joseph 
R. Protano, owner, Protano’s Service 
Station. “The Full-Shelf Plan in con- 
junction with our Class 6000 National 
Cash Register opened up new areas of 
savings which, heretofore, were thought 
to be fixed expenses. 

“Our National Full-Shelf Plan pro- 
vides departmental totals which give us 
complete control over all our TBA 
items, motor oil, labor and parts, work 
sheets, gasoline and discounts. With a 


minimum of time, we can now check 
out several shifts daily with little or no 
differences. In addition, my bookkeep- 
ing costs have been cut in half—thanks 
to our National System. 

“T would heartily recommend the 
National System to any service station 
operator. Our National Full-Shelf Plan 
saves us $4,000 a year... pays for itself 
every 7 months!” 


peep hi bittono 


owner 
Protano’s Service Station 


THE NATIONAL CASH REGISTER COMPANY, vayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 75 YEARS OF HELPING BUSINESS SAVE MONEY 


14 (To obtain more data on advertised products see page 172) 


| 
| 
| 
i 
| 
i 


PROTANO’S SERVICE STA- 
TION, Worcester, Mass. 


“a. 
Your service station, too, can benefit 
from the time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves 

QUICKLY - through \884 
savings, then continue “fattonal 
to return a regular pe 
yearly profit. Na- T= 
tional’s world-wide YEARS 
service organization 1958.7 
will protect this profit. 


*TRADE MARK REG. U.S. PAT, OFF. 


i: 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


wer paper (No Carson Reauireo) 
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Money-Making Ideas 


THIS “OLD FRY” visible pump 

was installed at three Pennsylvania 
Pennzoil stations by South Penn Oil 
Co. branch manager H. E. Boyle, as 
a toast to the industry on its 100th. 
The stations gave away a free oiler 
and a replica of the Drake Well for 
the children. Boyle reports the dis- 
play caught the interest of younger 
motorists, “some of whom never saw 
this type of pump or heard of 68-70 


gasoline.” 


AT BULK PLANTS operated by job- 
bers, consignees or salaried agents it’s 
a good idea to use banners, A-board 
signs and other display material avail- 
able for service station use. Keep 
them current and they'll serve as a 
constant reminder to your salesmen, 
your tank-truck drivers and any 
dealers who call. 


$ 


ESSO SWEDEN reports good results 
from a coffee bar combined with a 
station. There are no indoor service 
facilities at the station, but the oil 
ratio has been 1.20, TBA ratio has 
been $20 per 1,000 gal. gasoline, and 
coffee sales have averaged $6.40 per 
100 gal. gasoline. 


$ 


CELEBRATING an _=s anniversary 
soon? Try giving away orchids. Pate 
Oil Co. of Milwaukee, Wis., gave 
away 85,000 at its 176 service sta- 
tions in observance of its 25th anni- 


Another @ 
Father-and-Son 
RICHFIELD 
Distributor 


/ 
/ 
/ 
/ 


| Rion 


—ail cy! | 
, te | | 
J 7 uth 

Y OHNSTOWMPA. | 


David Sherer and his son, Herbert, of the Sherer Oil Company, Inc., 
Johnston, Pa., shown here talking with a driver, are just one of many 
father-and-son teams prospering as Independent Richfield Distributors. 


“A Great Future For Any Man” 


says David Sherer 


“T believe there is a thriving future 
for the Independent Distributor,” 
writes David Sherer. ““That’s why 
I encouraged my son, Herbert, to 
stay in the business. In fact, the 
level of our operation is higher to- 
day than in the 26 years I’ve been 
in the petroleum business — not 
only in sales volume, but in the 
number and caliber of our retail 
dealer outlets. 


“The last 11 years, since I became 
an Independent Richfield Distrib- 
utor, have been the most pleasant 


and productive of all. The help 
we’ve had from Richfield people, 
from President Fred Meeder right 
down the line, is ‘out of this world.’ 
I feel secure and happy that Her- 
bert recognizes the opportunities 
ahead and wants to carry on. Be- 
lieve me, a Richfield Distributor- 
ship is a great future for any man!” 


How About You? Why don’t you 
look into all the advantages of 
becoming a Richfield Distributor 
with a big “name” brand? Write, 
wire or phone us now! 


J-\ RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 THIRD AVENUE, NEW YORK 17, N.Y. 


versary. The orchids, of the smaller 
vanda type, were flown in from 
Hawaii. Air mail stamps cost about 
$1,600, the orchids several thousand 
dollars. 





Serving the Eastern Seaboard from Maine to Florida 
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“Full-Adjust™ 
Seat 


... another reason why 


Autocar 
is the 
World’s Finest 


Up or down—forward or back 
—tilt! At the touch of a lever. 
This is the comfort of the con- 
tour seat in your Autocar cab, 
It’s just one more quality charac- 
teristic that makes Autocar the 
world’s finest heavy hauler. 


PNG KOLOr: 5 a 


“World's Finest’ 


Division of 
The White Motor Company 
Exton, Pennsylvania 

















(To obtain more data on advertised products see page 172) 


What They’re Saying 


Margins: How Can They Grow? 


By restraint in pricing 
and refinery runs, says 


Fina’s J. M. Shea Jr.* 


6¢. . . Serious problems . . . exist at 
this time in our own marketing phase 
of the oil industry . . . I will comment 
briefly upon some which have been 
discussed widely in recent months. 
They are: 

e Abandonment by suppliers of 
their jobber distribution systems. 

e Over-construction of service sta- 
tions, 

e Direct sales at below-jobber costs 
by suppliers to commercial accounts, 
brokers and _ independent _ station 
chains. 

e Inadequate margins. 

Abandonment of Jobbers—.. . It 
is assuredly correct that some oil com- 
panies have determined of their own 
volition that direct or consignee 
operations suit their needs best. How- 
ever we all know that many other 
companies continue actively to pro- 
mote their jobber-sales efforts. 

. .. [can assure you that not one 
of our new jobbers came to us with 
hat in hand because he could not 
locate another supplier, or because his 
own supplier refused to do business 
with him... . 

Also, it is interesting to note that 
a number of suppliers who in the past 
abandoned the jobber plan are now 
reversing themselves and are actively 
recruiting jobbers. This fact alone 
should be most encouraging to all 
jobber groups... . 

Station Building—The most im- 
portant consideration in my opinion 
is not so much the number of stations 
built to replace outmoded units or to 
locate in expanding areas as it is what 
is done with these stations once they 
are constructed. 

Very frankly, I would disagree with 
the leasing of company-owned sta- 
tions located in a jobber’s recognized 
territory to others unless that jobber 
had been given first opportunity to 
lease it at a fair rental. 

By the same token, I would think 
it unfair to construct company-owned 
outlets in direct competition with 
those controlled by the jobber. 

But, presuming these two criteria 
* Highlights of a speech by J. M. Shea Jr., 
marketing vice president of American Pe- 


trofina, to the Intermountain Oil Jobbers 
Assn., McCall, Idaho 


Shea: ‘More discretion and patience’ 


are satisfied, I would say that the 
supplying company, which has much 
invested in its own brand, must build 
and modernize or be passed by... . 

Below-Jobber Selling— . . . Spot or 
short-term sales of identical products 
in the territory of a contract customer, 
often at prices lower than the cost to 
those customers, is a very puzzling 
method of doing business. . . . I can 
only say that this is a practice to 
which I am unalterably opposed ana 
for which I can offer no valid excuse. 

We have heard many explanations 
concerning ‘incremental gallonage’ and 
so forth but have never had an under- 
standable answer for the disastrous 
effect this same material usually has 
on the retail price realizations of the 
same company, and unfortunately on 
all other companies and distributors 
in the same area. 

Inadequate Margins— .... I am 
unable to foresee appreciable margin 
increases for jobbers, dealers or oil 
companies until we all come to the 
realization that our selling prices have 
not kept pace with our changing 
economic picture. 

To secure the increased margins, 
to which I believe strongly we are all 
entitled, it seems to me that consider- 
ably more understanding of the other 
difficulties and increased cooperation, 
not in the sense of collusion, is needed 
by all of us. 

Jobbers and dealers, for example, 
could display more discretion and 
patience in reducing their retail prices 
at the first sign of trouble from an- 
other who has admittedly dropped his 
for no good reason. 

And suopliers could adjust their 
thinking from the ‘incremental gal- 
lonage’ theory to that which would let 
actual demand dictate refinery runs. 99 
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About having the right 
answers...landlords and 
tenants ... gas reserves 


QC Let's bear in mind that we, too, 
are part of the law-making public and 
have the responsibility to supply the 
facts on the issues which affect our 
industry. It’s not necessary to button- 
hole people on the street corner to 
tell them about the industry’s prob- 
lems. But it is necessary to have the 
answers when questions and misunder- 
standings come up.” Kerryn King, 
vice president, Texaco Inc. 


(¢ It helps if you realize that the 
landlord [supplier] can’t get along 
without the tenant [dealer] any more 
than the tenant can get along with- 
out the landlord.” George D. Mc- 
Daniel, manager, dealer and dis- 
tributor relations, Mobil Oil Co. 


«¢ There is reason to believe plenty of 
natural gas is potentially available, 
but the need is to provide economic 
incentive for its discovery and devel- 
opment, while at the same time mak- 
ing it available at competitive prices.” 
J. Theodore Wolfe, president, Amer- 
ican Gas Assn. 


¢CWe, as oil men, are not on trial 
like crooks. We have nothing to fear 
from our Congressmen. They are not 
our enemies. . . . the source of the 
trouble is usually a matter of miscon- 
ceptions. We are the ones who have 
the facts. If we are open and frank 
in our dealings and tell them our side 
of the story clearly, we can achieve 
much of the understanding necessary 
for them to take proper action.” 
Richard E. Keresey, associate general 
counsel, Esso Standard Oil Co. 


NPN’s Saying of the Month 





CCTourists are returning to their home 
states from California with a firm 
conviction that they’re being swindled 
by their local gasoline dealers, when 
in reality they're only paying a fair 
markup from tankwagon. Perhaps 
California marketers, in fairness to 
marketers in other states, should dis- 
play along with their price blandish- 
ments a banner of equal size, reading 


a ke 
‘a= @ 


Lie ‘ 


How Thermoid made ground-refueling hose 
to meet toughest government specifications 


1. Developed a tube compound that can carry all aircraft 
fuels without showing appreciable signs of swelling or loss of 
adhesion to the carcass. A tube that withstands constant 
bending, twisting, and flexing without ply separation. Per- 
forms well in the range —40°F to +130°F. 


2. Developed a tube reinforcement that is lightweight for easy 
handling and storage, yet able to withstand extremely high 
pressure without bursting. Resists weather, mildew, rot, 
and oil. 


3. Developed an abrasion- and oil-resistant cover compound 
that protects the tube and reinforcement from damage when 
the hose is dragged over concrete aprons. 


4. Completely bonded all component parts by an exclusive 
process of curing and manufacturing to provide a ground- 
refueling hose that is not only strong and easy to handle, but 
the safest ever built. 


Get complete information on Thermoid-Quaker ground-refuel- 
ing hose from your local Thermoid industrial distributor, or 
write Thermoid Division, H. K. Porter Company, Inc., Tacony 
& Comly Sts., Philadelphia 24, Pa. 


THERMOID |||, 1) §)) DIVISION 


H.K.PORTER CO NY, INC. 


“This is a non-profit business. We 
didn’t plan it that way, but that’s 
the way it worked out.” Richard J. 
Brehme, Executive Secretary, Cali- 
fornia Petroleum Marketers Council. 


PORTER SERVES INDUSTRY: with Rubber and Friction Products—THERMOID DIVISION; Electrical Equipment 

DELTA-STAR ELECTRIC DIVISION, NATIONAL ELECTRIC DIVISION; Specialty Alloys — RIVERSIDE -ALLOY METAL 

DIVISION; Refractories—REFRACTORIES DIVISION; Electric Furnace SteelCONNORS STEEL DIVISION, VULCAN-KIDD 

STEEL DIVISION: Fabricated Products—DISSTON DIVISION, FORGE AND FITTINGS DIVISION, LESCHEN WIRE ROPE 

DIVISION, MOULDINGS DIVISION, H. K. PORTER COMPANY de MEXICO, S. A.; and in Canada, Refractories, “Disston” 
Tools, “Federal” Wires and Cables, “Nepcoduct” Systems—H. K. PORTER COMPANY (CANADA) LTD. 
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car wash 


car polish 


carburetor cleaner 





rust inhibitor 











cooling system sealer 














brake fluid 








radiator flush 


Show off your family of auto products 





in Continental's family of Cone Tops 





... your most economical container 
gives you the top in prestige 


Let Continental's uniform line of Cone Top cans identify your auto- 
motive products as a family. They ll give your entire line a quality- 
look that means extra sales power. And Continental Cone Tops give 
you these other positive advantages: 

LOWEST COST: Continental Cone Tops are the lowest priced con- 
tainers made for automotive products. Give your specialties the 
benefit of prestige packaging at a thrift price. 


FULL SIZE RANGE: Continental Cone Tops are available in a wide m 
variety of sizes ranging from 4 oz. to 16 0z. There's a size that’s right f : 
for each of your automotive products. LSB e 


PROMPT DELIVERY: Continental has shipping points throughout CHOICE OF CLOSURES 
enc , FOR MOST SIZES 
the entire U.S. No matter where you operate, you can depend on 


Continental for prompt delivery. Call Continental today. PB § 
art 


Crown Cap Goldie Seal Screw Cap 
CONTINENTAL ( C CAN COMPANY 








Eastern Division: 100 East 42nd Street, New York 17 
Central Division: 135 South La Salle Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 


Canadian Division: 790 Bay Street, Toronto, Ont 
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The Rockies 


Chevron campaigns to 
imprint its brand on 
the Denver-area market 


THE CALIFORNIA Co.’s Chevron 
sales division has doubled its retail 
outlets in the Denver metropolitan 
area during the past three years. Fifty 
new stations have 
been built, all on 
state or interstate 
highways. None is 
a so-called neigh- 
borhood station. 

“The new sta- 
tion construction 
has been directly 
related to the 
economic growth 
of the region,” 
says W. H. Bade, 
regional sales 

manager. 

Chevron’s new station construction 
was accompanied by a vigorous mer- 
chandising program to imprint the 
Chevron brand on the Denver market. 

Three major sales-promotion pro- 
grams have been conducted this year. 

One, offering a modern glass tumbl- 
er for 5¢ with each 8-gal. purchase, 
was put on throughout Chevron’s 
Rocky Mountain region. This includes 
Colorado, Montana, Wyoming and 
Nebraska. 

The other promotions were limited 
to the Denver area. One offered 45- 
rpm musical records at cost with each 
5-gal. purchase. The other offered 
tickets for kiddie rides at a Denver 
amusement park with each 50¢ pur- 
chase. 

“All were eminently successful as 
traffic builders,” Bade says. 

All the new Chevron stations are of 
prefabricated steel construction with 
two bays and a canopy. 

Chevron sees three major advant- 
ages in canopies, says Bade: 

e “First is the eye appeal, the at- 
tention it gets from the customer. 

e “It facilitates lighting and im- 
proves drive illumination. 

e “And it offers a covered, weath- 
er-proof oasis, whether it’s a hot, wet, 
or snowy day.” 

All the stations have a new flag 
and flagpole, a Chevron feature. 

Expansion by the California Co.’s 
Chevron division in the rest of the 
Rocky Mountain states hasn’t been as 
extensive as it’s been in Denver. But 
there’s a steady program of additions 
and revamping of outlets in Montana 
and Wyoming, says Bade. 


By Frank Pitman 





One of Chevron’s 50 new stations in the Denver area (see Rockies). Built on main 
arterial routes, all are of prefab steel, with two bays, a canopy, and a flagpole 


Southwest: Agents Turn Jobbers 


Here's why two strong commission agents are 
becoming jobbers ... More about skid-tanks 


TWO OF THE SOUTHWEST’s most 
successful commission agents are 
among several who have decided to 
go, the jobber route. They are H. L. 

” Allan of Houston, 
vy a Tex., and C. D. 
i ' 4 Brown of Shreve- 
port, La. Both 
are long - time 
Continental Oil 
agents. 

Allen will be- 
come a Continen- 
tal jobber as soon 
as he completes 
building ware- 
house and bulk- 
plant facilities. 
Brown will becomes a Phillips job- 
ber in Shreveport on Sept. 15. He, 
too, is building a warehouse and bulk 
plant. 

The loss of these two men from 
the agency ranks will undoubtedly 
cause more consternation among 
those Southwest agents who have been 
expressing doubts about their futures. 

There have been other shifts by 
agents who perhaps aren’t as widely 
known. Rigdon Edwards (Magnolia) 
of Sweetwater, Tex., is now a Mobil 
jobber, and S. Reagan Parker, Jr. 


By Marvin Reid 
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(Gulf) of Lufkin, Tex., has discon- 
tinued his Gulf agency operations. 

Brown and Allen have, over the 
years, expressed their preference for 
an agent-type operation over a job- 
bership. Both have also been optimis- 
tic about the agent’s future in the 
industry. 

Neither is necessarily changing his 
opinion. But Brown gives as one of 
his big reasons for switching the 
freedom a jobber has in making quick 
decisions. He grew tired of not being 
able to “get things done” as an agent 
without going through necessary 
channels. 

Allen, on the other hand, says he 
would have been perfectly happy to 
have continued operating his business 
in Houston on a commission basis 
except for one thing: estate. 

Allen desires to leave his business 
to his 23-year-old, Sammy J. Also, 
he has several long-time employes on 
his payroll, and he wants to be sure 
his business is perpetuated to their 
benefit. 

The agency ranks lose a lot in 
Brown and Allen. 

Brown, for his part, is given the 
lion’s share of credit for organizing 

(Continued on page 21) 
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NEW BENNETT LOW PROFILE LIGHTLESS PUMP 


Bennett’s new unlighted pump features the @ Anodized aluminum top, side and 
sleek modern design and quality construction upper door panels 
that have made Bennett the oil marketer's e Dial f ie 
Standard for Comparison. ial face advertising space for 
merchandising impact 


as anaes uel prot ane’ @ 2100 Series lightless pumps available in 
@ Hi-hose outlet gives perfect all models (cable retraction only) 
hose drape with greater length 


JOHN WOOD COMPANY BENNETT PUMP DIVISION, MUSKEGON, MICHIGAN 


District Offices: Albuquerque ¢ Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland 
Dallas * Denver * Detroit * Kansas City * Los Angeles * New Orleans * New York * Philadelphia 
Pittsburgh * Rochester * Sait Lake * Seattle « St. Paul * San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED « Toronto * Montreal « Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y., Cable “WOODINTER” 





the Louisiana Oil Marketers Assn., 
an agent-jobber association respected 
in Louisiana for its work in improving 
conditions at all levels of marketing. 

He has also been Louisiana’s big- 
gest volume agent, at times passing 
400,000 gal. a month. He switched 
about 150,000 gal. of this volume 
when he became a Phillips’ jobber, 
and with a building program expects 
to pass 500,000 gal. a month in the 
next three years. 

He and Phillips together plan 10 
new stations during the next three 
years. They also plan bulk storage 
facilities, which will feature under- 
ground bottom loading from three 
10,000-gal. tanks and one 2,000-gal. 
tank. 

Allen, for his part, is likely one of 
the biggest-volume agents—not only 
in Texas but in the U. S. In addition, 
he has done much work with the 
American Petroleum Institute in its 
efforts to find and do something about 
the commission agent’s problems. 

Like Brown, Allen is also a past- 
president of a state association, in his 
case the Petroleum Marketers Assn. 
of Texas. 


>“Skid-tank” portable stations are 
still popping up amid numerous 
rumors in the Southwest. 

Several have been put into opera- 
tion in West Texas, sporting such 
names as “Space,” “Zippo,” and 
“Zeppo.” Most jobbers are following 
the pattern set earlier of operating 
the skids under names other than the 
normal brands they handle. 

There has been one recent excep- 
tion to this, however. Some skids in 
Houston are now identified as ‘Webb 
Oil Co.” Harry Webb Jr., given 
credit for pioneering outlets of this 
type, operated his earlier outlets with- 
out the Webb identity. 

Among the © skid 
reports: 

e A major reportedly has shown 
interest in the skids for a particular 
marketing area in Michigan. It’s said 
this company may try them out for 
the hunting-season market. 

e A wealthy Texas oilman known 
primarily for his exploration and fi- 
ancial activities is said to be interested 
in the skids, too. His plan would be 
to spot them around small gasoline 
plants. This venture is _ reportedly 
tentative for the time being, await- 
ing the results of a small test the oil- 
man intends to make. 

e A Houston manufacturer’ of 
skids reports an inquiry from a Penn- 
sylvania supermarket chain. This 
party asked for price quotations on 
75 to 100 skids. 


rumors and 
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The West 


Seattle price war is 
renewing chances of a 
statewide shutdown 


AN UNEASY TRUCE hung over the 
Washington state retail gasoline mar- 
ket late last month. A price break in 
Seattle seemed to be opening the way 
to renewed chaos. 

After an absence of several months, 
big price signs broke out in Seattle. 
Some major-brand pump postings skid- 
ded as low as 26.9¢ gal., including 9.5¢ 
tax. This was below posted tank-wagon 
of 19.0¢ (28.5¢ with tax). 


Fig. 189-F 


Fig. 189-G 


Regions 


At least for a while, prices elsewhere 
in the state were holding up around 
35.9¢ gal. This was the level dealers 
said they needed to stay in business, 
and was what they had been charging 
in Seattle before the break. 

It remained in doubt whether Gov. 
Albert D. Rosellini’s intervention 
would avert a threatened statewide 
closure of stations by the Washington 
Gasoline Dealers Assn. 

His 60-day cooling-off period was 
due to end the middle of this month, 
but there were signs the association 
might not wait that long. 

The governor had stepped in when 
the association threatened closure in 
August. As a condition of postpone- 
ment, Rosellini asked suppliers not to 


FAST FuELOIL DELIVERY 


Pig. 231-4 





delivery and sure tight closing action. 


ness after the nozzles are closed. 


problem. 





the Morrison fuel oil hose nozzles. 


Morrison fuel oil hose nozzles are noted for their speed of 


Light, convenient, and easy to manipulate, these Morrison 
self-closing nozzles are popular with fuel oil delivery men. 
The drivers like the smooth action and the clean cut tight- 


A variety of these nozzles is made to meet every delivery 


Fuel oil deliveries are made simpler, safer, and faster with 
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Regions 


offer subsidies to dealers, and dealers 
not to ask for them. 

At least seven suppliers informed 
the governor they wouldn’t give subsi- 
dies unless dealers asked for them. 
When prices skidded in Seattle, most 
if not all subsidies went on again. 
WGDA president Roy Weston said he 
considered the governor’s truce at an 
end. 

Gov. Rosellini said a majority of dis- 
tributors went along with his sugges- 
tion to eliminate subsidies, but a mi- 


nority didn’t show “any sincere effort 
to resolve the existing problems in the 
industry.” 

With the collapse of prices in Seat- 
tle, the question arose whether WGDA 
had lost control of the situation. Even 
if the group’s trustees voted again to 
call a shutdown, it remained to be seen 
whether enough dealer cooperation 
could be mustered to make a statewide 
closure come off. 

A major target of organized dealers 
was the so-called “two-party” operator 





YOUR PROFIT 


in fuel oil marketing is 
dependent upon efficient 
delivery procedures 


VT Tacurb to curb time of a domestic 


delivery truck averaged §¥A minutes. The use 
of the Scully VENTALARM® Signal reduced this 


time so that BIUSZCTar roe curb to curb time of 


an efficient operator had dropped to [minutes. 


With the introduction of the Scully UNIFIL® System 
and other Scully delivery aids, further time savings 


were made possible. B())):Vathe curb to curb 


time can be E¥minutes or less. 


What is your curb to curb time? 


Write today for all the facts about the Scully 
developments which can help you make more money! 


fo) 


G SCULLY sranazr Cieshiaimacice 


174 Green Street - Melrose 76, Massachusetts 


NOrmandy 5-3900 


IN CANADA: E. S. Gallagher Sales, Ltd, — 10 Hafis Road, Toronto, Ontario 


Copyright August 1959 Scully Signal Company 
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leasing his facilities to his supplier. 
Starting out with a wider margin, this 
kind of dealer was able to go after 
high volume with cut prices. 

The Port Angeles chapter of WGDA 
filed a $75,000 damage suit against 
Richfield Oil (Calif.) and Erling V. 
Olsen, Port Angeles. 

The suit charges Olsen is both dis- 
tributor and dealer for Richfield, and 
that he has sold gasoline for an aver- 
age of 8¢ gal. below other dealers for 
the past two years. 

It contends that Olsen’s alleged use 
of his distributor’s margin in his retail 
operation constitutes unfair competi- 
tion. 


The Southeast 


U.S. is probing prices 
... Jobbers battle gas 
in Florida... Tax cut? 


THE U.S. Justice Dept. is actively 
investigating complaints of gasoline 
price fixing by major oil companies 
in North Carolina and nearby states. 

This was report- 
ed by Robert A. 
Bicks, acting as- 
sistant attorney in 
the Justice Dept.’s 
antitrust division, 
in a letter to Mal- 
colm Seawell, 
attorney general 
of North Caro- 
lina. 

Seawell is  in- 
vestigating al- 
leged price fixing 
in North Carolina, too, in connection 
with the beginning of gasoline fair- 
trading in his state this summer. 

Meanwhile, at least one major oil 
company began a crackdown on its 
fair-trade violators. 

Esso, second of several majors to 
start fair-trading in North Carolina, 
is asking a civil superior court to 
restrain Esso dealer Claude M. Routh 
from selling at below fair-trade prices. 

Esso claims that a company repre- 
sentative bought gasoline at Routh’s 
Randleman, N. C., station on two 
occasions at prices less than Esso’s 
29.9¢ (including tax) fair-trade price. 

J. L. Hiller Jr., assistant division 
manager at Esso’s Charlotte office, 
signed the complaint against station 
operator Routh. 

Esso wants first to get a temporary 
restraining order, then to get a per- 
manent injunction. Esso has said it 

(Continued on page 24) 
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No. 125 FUEL OIL NOZZLE 
Available with either 1%” or 112” IPT inlet — with or 
without tube and with or without integral check valve 


@ Less than 10 lb. drop at 100 gpm.* 

@ Higher lift, seat diameter larger than outlet tube. 
@ Designed for 125 gpm flow rate. 
* 


Easy to open, easy to close because of hydrau- 
lically balanced design. No hammer or chatter. 


@ 4-notch replaceable guard permits easy control. 
*Tested on nozzle without internal check 


No. 126 SWIVEL. Available in 2 sizes—1%4” and 112” 


@ Fully repairable: remove plug and ball bearings. 
Bearings and quad-ring seal easily replaced. 


@ Tefion and ball bearings for easy operation. 


@ Full pipe size opening at both ends. Female 
portion of swivel (hose end) is larger than hose 
coupling—easy to attach and detach. 


Increases hose life. Prevents kinks, twists and 
damaging tension. Allows hose and valve to turn 
independently. 


1m 
NEW BUCKEYE NOZZLE...SWIVEL.. .for low pressure-drop at high capacity 


@ Permanent lubrication of bearings; grease-sealed 
at factory. 


To you, time is money — and increased delivery 
capacity of your equipment adds to the number 
of stops your trucks can make per day. This new 
Buckeye combination is the only such system 
designed to give you low pressure drop at flow 
rates up to 125 gpm—-virtually an “open pipe” 
system. Write for more information or contact your 
Buckeye distributor. 


PRESSURE DROP 
AT INCREASING FLOW 
CAPACITIES 


Typical 142” 
fuel oil nozzie* 


New No. 125* (114%4” and 
142” sizes—no difference) 


*Both less check valve 


INLET PRESSURE PSIG. 


1 
GALLONS PER MINUTE 


_s 
iin Buckeye BUCKEYE IRON & BRASS WORKS 
Box 883 ¢ Dayton, Ohio 
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Regions 


will pay Routh up to $2,500 for any 
money he loses under a restraining 
order if the restraining order isn’t 
upheld by a later injunction. 

Esso’s complaint against Routh 
states that Routh’s price cutting caused 
other dealers to lower prices, thus 
damaging Esso’s marketing structure 
and reducing sales. 

Even though Routh hasn’t signed 
a fair-trade agreement with Esso, he 
is bound by North Carolina law to 
fair-trade. North Carolina’s 1937 
fair-trade law states that when a 
company signs a fair-trade agreement 
with a single dealer in North Carolina, 
the agreement applies to all dealers 
in the state. 

The fair-trade minimum price set 


in June by Esso and Gulf was 19.9¢ 
gal. for regular, 22.9¢ for premium 
(both ex. 10¢ tax). 

In August, Esso upped fair-trade 
price to 20.9¢ for regular. Many 
majors followed the price rise, but 
most did so under “unofficial” fair- 
trade agreements with dealers. 

Simultaneous with its fair-trade 
boost, Esso raised dealer tank-wagon 
price an average 0.8¢ in both North 
Carolina and South Carolina. 


PJobbers in Jacksonville, Tampa, 
Orlando, St. Petersburg, Miami, and 
points in between, have felt the 
competitive squeeze of natural gas 
for the first time this summer. 


Houston Texas Gas and Oil’s pipeline 


4 portable 


electric bump 


of ite kind! 


Pump and motor integrally built. No 
mechanical seals, no belts, no packing 


® Lightweight, compact, easy to handle 


Self-priming, rotary vane-type pump- 
ing unit delivers 12 g.p.m. 


VY h.p. capacitor motor assures low 
voltage starting 


Swivel-type bung adapter simplifies 
installation and handling 


New Tokheim flow-type meter has 
horizontal counter in two sizes 


NEW TOKHEIM 8&5 for skid tank or pedestal 


Here’s a UL-listed portable electric pump 
specifically designed for consumer use! 
Easy to handle, economical to operate. 
Capacitor motor, lubricated and cooled 
by product, assures starts at less than 80 
volts. New Tokheim-designed meter has 
horizontal register dial in two sizes, with 
continuous totalizer. Ten feet of hose. 


General Products Division 


Aluminum nozzle hooks into protective 
shield which also actuates starting switch. 
Pump shuts off as nozzle is replaced. 
Ruggedly built; corrosion-resistant inside 
and out. Six models. The “85” is one in 
a great new Tokheim consumer pump 
series. Ask your Tokheim representative 
for complete-line bulletin. 


a 


TOKHEIM CORPORATION us 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 


1650 WABASH AVENUE 


FORT WAYNE, INDIANA 


OKHEIM 





Subsidiaries: Tokheim International, A. G., Lucerne, Switzerland; 


Gasoline Pumps 
and Accessories 


GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Ontario 
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went on stream in July, and jobbers 
were quick to rise to the challenge. 

Florida’s fuel-oil consumption was 
50-million bbl. last year and has been 
increasing in recent years at an annual 
rate of 11%. 

The question is: Will natural gas 
just cream off the annual increase in 
fuel-oil consumption? Or will jobbers 
lose gallonage they already have in 
the bag? 

Florida’s Industrial Development 
Commission claims that  fuel-oil 
dealers’ losses may be “largely tem- 
porary” because of “the growth which 
characterizes nearly every phase of 
Florida’s life.” 

Jobbers themselves aren’t so sure 
they'll weather the storm if they just 
wait it out. A Tampa oilman says, 
“We're not so concerned about pres- 
ent customers being converted to gas. 
But we are worried about the heating 
apparatus to be installed in new 
homes.” 

The Tampa Jobber says no major 
home projects in the Tampa area 
have yet been equipped for natural 
gas, “but this picture may be entirely 
different four or five years from now, 
if we don’t push fuel oil—and hard.” 

Fuel oil is being pushed by the 
Florida Petroleum Marketers Assn. 
Through a division called the “Better 
Home Heat Council,” the association 
will spend $130,000 by next spring. 
Half of the $130,000 will come from 
the National Fuel Oil Council. 

Chief gimmick of the campaign is 
a cartoon Scotsman called “Little 
Bill,’ whose very name suggests the 
low cost of oil heat. Little Bill assails 
natural gas in Florida by describing 
fuel oil as “safe, luxurious, thrifty.” 
Little Bill will show up on TV and in 
newspapers. And he'll beam at 
Floridians from display cards on 
trucks operated by fuel-oil dealers. 

On the natural-gas side, publicity 
is running to the soft sell. Miami is 
seeing an estimated $100,000 spent 
this year to saturate the public with 
the slogan, “Natural gas—A New 
Way of Life for Florida.” 
>The Alabama legislature is consid- 
ering a bill to decrease the present 
7¢ gal. tax on aviation fuel. Only 
Alabama and one other state place 
such a high tax on avaiation fuel. 
The new bill proposes a reduction to 
I1¢ gal. 

At hearings in Montgomery, major- 
airline representatives state that they 
fuel-up at out-of-state airports when- 
ever possble, to avoid Alabama’s tax. 

Birmingham’s mayor James W. 
Morgan thinks the present tax will 
seriously affect Birmingham’s place 

(Continued on page 29) 
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ANNOUNCING 
Chevrolet trucks 


for [960 
with total newness! 


evs aoe the 
TKS OOST YHig 
L3IIg every 
ORD Ui? AM bce f 


Here comes the biggest improvement in true king in decades... a revolutionary im prove- 


ment that can make any truck route in America a far smoother road to bigger profits —, 


for you. Turn the page for the hottest news for truckers since coffee was invented! 
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ew torsion- 
spring ride ! 


THE SMOOTHEST THING THAT EVER CAME BETWEEN A ROAD AND A LOAD! 


Independent front suspension with tough torsion 
bar springs... for trucks! Years in the making, this 
totally new suspension system protects everything 
from bumps and jolts .. . provides a new kind of 
performance that lengthens truck life, protects car- 
goes, reduces driver fatigue and cuts maintenance 
expense to new lows. Independently suspended, 
each front wheel steps cleanly over bumps. And the 
friction-free torsion bars work to absorb each jolt or 
jar; they flex freely, even on the smallest bumps, 
yet have the capacity to absorb severe shocks, The 
result is a truck ride so wonderfully smooth that it 
must be experienced to be believed! And it’s now 
standard in all classes of 1960 Chevrolet trucks! 








Three tailored-to-the-truck rear suspensions 
complement the revolutionary torsion bar inde- 
pendent front suspension. In Series 10 and 20 
models, frictionless high-capacity coil springs 
ease the rear axle over bumps. Jn Series 30* and 
40 models, a new two-stage leaf spring provides 
tailored springing action .. . and in Series 50, 60, 
70 and 80 models, all-new variable-rate rear 
suspension gives spring resistance that adjusts 
automatically to cushion any size load. 

* Optional at extra cost. 


Chevrolet trucks for’ 
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new style, 
new models! 


NEWLY ENGINEERED FOR EXTRA SAVINGS THROUGH EXTRA STRENGTH! 


Rolling in on revolutionary torsion springs, these 1960 Chevies 
are smooth as silk yet tough as nails . . . totally new in scores of 
profit-boosting ways! In the light-duty class, for example, big 
new Series 40 chassis-cabs and stakes add to your earning 
power with G.V.W’s up to 14,000 Ibs. And virtually every model 
offers a new lower-to-the-ground build (without sacrificing road 
clearance) which improves truck stability and makes cab entry 
easier. In the big-truck class, too, Chevy for ’60 sports big-profit 
G.V.W.’s — up to 19,500 Ibs. in middleweights and 36,000 Ibs. in 
heavyweights — with stronger components including new frames 
with more massive bracing and brawnier side rails, new bigger 
brakes, and the latest in low-cost V8 or 6-cylinder power, 

















New Comfort-King Cabs! There's more com- 
fort than ever before, with 5 inches more 
shoulder room, 6 inches more hip room and 
more leg room and head room, too! A new 
wider seat, combining S-wire, coil and flat 
spring elements, offers a new high in easy rid- 
ing. And Chevy’s new double-walled cowl 
and new double-panel roof construction pro- 
vide extra ruggedness and long life. 


New custom cabs! Available in all 1960 cab 
models, they include distinctive exterior door 
pillar and rear belt line moldings . . . hand- 
some chrome grille (light-duty models) ... 
new Super Cushion Seat with foam seat 
cushion and backrest . . . sunshade, armrest, 
cigar lighter and control knob trim. 


New compact L.C.F. models! Twenty-six new 
Chevrolet Low Cab Forward models with 
short cab design allow for maximum length 
trailers and extra cargo space. Short wheel- 
base and turning radius give exceptional 
maneuverability. Bumper-to-back-of-cab 
dimension is as short as 90 inches. G.V.W.’s 
go up to 25,000 Ibs. and new cab design 
makes entering easier. And in series 50 and 
60 models you can choose 6-cylinder or V8 
power. 


New tougher built tandems! They're the 
best built Chevy tandems yet with Hendrick- 
son RT320 rear suspension, two 16,000-Ib. 
Eaton rear axles and 7,000-lb. front suspen- 
sion (9,000-lb. front suspension optional, 
extra cost). 


And they’re POWERED to improve your 
profit picture, too! Chevy for ‘60 offers a 
wide choice of better-than-ever power plants; 
in every weight class you can choose from 
famous economy 6's or V8’s that lead the 
field for efficient short-stroke design! Three 
big sixes and four advanced V8’s allow you 
to match the engine to your job for top 
performance. 


Chevy's 1960 trucks with total newness are 
now on display at your Chevrolet dealer's, 
so stop by sometime soon! . . . Chevrolet 
Division of General Motors, Detroit 2, Mich. 


with total newness ! 


October, 1959 * NATIONAL PETROLEUM NEWS 


(To obtain more data on advertised products see page 172) 





but it is THE EASY WAY 
TO SELL MORE T.B.A:! 


BECAUSE U. S. Royal gives you the complete 
quality tire line re-engineered for today’s safe 
driving... with the performance features your 
stations’ customers want. 


BECAUSE the U. S. Royal T. B. A. Program is 
designed to help your dealers increase sta- 
tion traffic, build extra sales and profits. 


BECAUSE U.S. Royal gives you maximum 
selling help, providing powerful merchandis- 
ing and sales promotion support for your 
dealers. 


BECAUSE U.S. Royal, with experience 
gained in many years of working with oil mar- 
keters, provides an efficient, flexible method 
that supplies the right service, tailored to your 
dealers’ needs. 


US United States Rubber 


Rockefeller Center, New York 20, N.Y 
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on scheduled air routes. Morgan says 
Birmingham’s role in the jet age may 
consist of “looking up and watching 
the jets pass over,” if the tax isn’t 
lowered. 

“The tax can and will no doubt 
affect air line service in Alabama,” 
Morgan says. “And the tax will con- 
tinue to force us to go to Atlanta for 
through air service.” 


The Midwest 


Cities Service launches 
campaign to upgrade its 
Chicago-area operations 


CITIES SERVICE (Del.), tradition- 

ally a strong but far from overwhelm- 

ing factor in the Chicago market, is 
flexing its mus- 
cles. 

One _ indication 
of Cities’ deter- 
mination to beef 
up its market 
position was a 
dinner held in the 
Sheraton Towers 
last month. There 
some 450 Cities 
dealers and their 

By Lewis Brigham wives learned 
about a new 
“Eager Beaver” advertising campaign. 

As outlined by John D. King, Cities 
marketing vice president, the program 
calls for an outlay of $350,000 in the 
Chicago market, during September, 
October and November, for scheduled 
full-page ads in color and black and 
white in 4U newspapers, along with 
1,400 radio and 138 TV spot com- 
mercials. 

As an inducement to the dealers, 
the campaign also calls for incentive 
prizes including a trip to Europe, 
mink coats, automobiles, diamond 
rings, home appliances and TV sets. 

Prizes will be awarded on the basis 
of scores registered when one or more 
“Mystery Motorists” visit area Cities 
stations. To win any of 41 prizes, 
Cities dealers must score high on the 
checklist carried by each of these 
mystery motorists, who are supplied 
by an independent agency. Scoring 
will be based on factors like service. 
cleanliness, and appearance. Each 
dealer will have received a copy of 
the checklist in advance in order to 
know the point values assigned to each 
item. In addition, dealers can pick up 
bonus points based on average gallon- 
age increases, and prizes will finally 
be awarded on a combination of the 
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mystery motorist’s evaluation and 
volume gains. 

Local competitors have been in- 
terested in three aspects of this pro- 
motion. For one thing, it’s generally 
thought to be the first time Cities has 
brought so many Chicago dealers and 
wives into a major hotel for a dinner 
(complete with magnums of cham- 
pagne and an elaborate professional 
floor show pegged to the “Eager 
Beaver” campaign). 

Second, the approximately $5,000 
a day Cities will spend on advertising 


Regions 


represents the highest concentrated 
ad outlay ever expended by Cities on 
this metropolitan area. 

Finally, with 41 prizes available, 
one out of every 11 Cities dealers in 
Chicago will be eligible to win prizes 
ranging from $2,500 to $100. This 
ratio is unusually high for such a 
contest. 

Some area marketers, however, are 
dubious about the value of any contest 
in which prizes don’t go directly to 
the consumer. 

(Continued on next page) 





(ETELCO 





(-)RESTIGE LIGHTING 


DOESN’T COST—IT 


Pays! | 





New, Modern, Stylish. Puts 
om area light where you need it! 
Built to last! 


@ Standard Unit has 120 ingle between luminaires. Lights 
both entrances at corners. Other angles available 


@ Excellent lighting characteristics—6’ or 8’ luminaires 
equipped with 2, 3 or 4 VHO or SHO high output or 2 or 4 
Power groove extra high output lamps 


@ Special Peteico V-Lite poles available—9’. 12’. 14”. 17 


@ The Peteico V-20 con pliments the V-2—the most powerful 
and beautiful island light today 


LCM Cm Orinlesm: llcMiilicldiul iii 
about Petelco's free Lighting Layout Service 


ETELCO, inc. 


2640-G Roosevelt Road « Broadview, Illinois 
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Regions 


Cities officials are quick to point 
out that the consumer also will benefit. 
Throughout October, at every Chicago- 
area Cities station, motorists will be 
given prints of antique American auto- 
mobiles suitable for framing. Children 
will receive 36-page Eager Beaver 
storybooks incorporating a coloring 
contest, with winners receiving bicy- 
cles. Item to be colored, naturally, is a 
Cities station. And finally, in October 
dealers will hand out Halloween masks 
to the youngsters. 

Company officials hope the cam- 
paign will result in greater appreciation 
of service at stations; they’re not 
talking about specific gallonage gains. 


Cities, they say, believes no oil com- 
pany has taken full advantage of top- 
notch service as a customer attraction. 
Yet consumer preference surveys, they 
say, consistently point out that motor- 
ists are won over by the caliber of the 
dealer and the services he provides. 


American Petrofina has acquired 
the marketing properties of Colonial 
Petroleum Co., Des Moines, lowa. 

One of Iowa’s oldest oil marketers, 
Colonial consists of 40 retail outlets 
and three bulk plants in Iowa, Mis- 
souri, Minnesota and Wisconsin. 

The operation will be run as a 
wholly owned subsidiary. 


DEPENDABLE 


\ 
sons Paitinacieeeniseiontised: eeisRe tA SORA tee rian a baits 


REMOTE SYSTEMS 


... serving up to eight pedestals, a 
remote pump motor MUST be dependable! 


Insist on dependable Franklin Motors 
for your remote or booster pumps. 


THROUGH 
5 
3) HORSEPOWER 





Franklin Electric Co., he 


345 EAST SPRING ST. ° 
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BLUFFTON, INDIANA 


The East 


Cities Service may find 
itself helping commuter 
railroads out of a jam 


CITIES SERVICE (Pa.) may wind 
up helping New Jersey’s commuter 
railroads out of a financial hole, and 
it won't have any 
say in the matter. 

New _ Jersey’s 
voters will decide 
the issue in next 
month’s general 
election. The 
state asks ap- 
proval of a plan 
to put the state’s 
credit behind 
$450-million out- 
standing in New 
Jersey Turnpike 
Authority bonds, in exchange for the 
use of surplus Turnpike revenues to 
aid the rails. If the voters okay the 
plan and two-thirds of the Turnpike 
bondholders also say yes, each rail-aid 
project must be approved by legisla- 
tive action before it goes into opera- 
tion. 

Cities Service is involved in the 
giant diversion plan more than any 
other major, because it contributes to 
Turnpike surpluses in a big way. For 
exclusive rights to sell gasoline, diesel 
fuel, motor oil and TBA at the 
Turnpike’s 14 service stations, Cities 
pays a royalty of 7¢ gal. on gasoline, 
over 4¢ gal. on diesel fuel and 5% 
gross on other sales. 

On about 20-million gal. of gasoline 
sold per year, Cities turns over about 
$1.4-million to the Turnpike. Other 
majors contribute only to the extent 
their trucks and transports use the toll 
road. 

At present, the idea of having oil 
help the railroads centers in New 
Jersey. But there are other Eastern 
states with toll roads and commuter 
rail problems: New York, Pennsyl- 
vania, Connecticut and Massachusetts. 
And if these states follow the New 
Jersey idea, Cities Service won’t be 
the only oil company getting involved 
in rail aid. Eleven other suppliers with 
turnpike stations—Crown Central, 
Chevron, Esso, Texaco, Tidewater, 
Amoco, Mobil, Atlantic, Gulf, Sin- 
clair and Sunoco—would be in the 
same boat. 

Atlantic Terminal Sales Corp. of 
Newington, N. H., has _ switched 


By 
Cornelius Brodersen 
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suppliers, giving up the Gulf brand 
after 21 years to sign up with Shell. 

For Shell, Atlantic Terminal’s 
switch mean sales of about 30-million 
gal. of light oil and about 20-million 
gal. of gasoline a year. Atlantic 
Terminal is the light oil-gasoline 
wholesaling subsidiary of C. H. 
Sprague & Son Co., heavy-oil whole- 
salers, coal and shipping company 
with main offices in Boston. Atlantic 
Terminal’s market includes New 
Hampshire and York County in 
Maine. 

For John E. Holden, president of 
the terminal company, the swing to 
Shell is a homecoming of sorts. As an 
oil jobber, Holden sold his interest 
in Holden Oil Co. to Shell 30 years 


lOJA 


Intermountain jobbers 
accentuate the positive 


MEMBERS of the Intermountain Oil 
Jobbers Assn. went away from a re- 
cent meeting in McCall, Idaho, with 
renewed optimism for the future of 
jobbers. 

“Our meeting did more to create 
a favorable climate in the minds of 
jobbers than anything | can remem- 
ber,” said Arvin W. (Jack) Grant of 
Salt Lake City, association secretary. 

High point was a panel discussion: 


Associations 


session with panel members were 
nearly unanimous in agreeing the time 
has come for optimism and an ag- 
gressive, positive approach rather 
than “a negative, wailing philosophy.” 

Panel members were Forde John- 
son, Idaho Falls, Idaho, Continental 
Oil Co. jobber; Victor Milnes, Med- 
ford, Ore., unbranded Western Oil 
Co. jobber; Forrest W. Fuller, Salt 
Lake City, association attorney, and 
Craig Shaver, jobber from Wayzata, 
Minn. 

Moderator was James D. Moyle, 
Salt Lake City branded Phillips job- 
ber who has held executive market- 
ing positions with a major oil 
company and also has had experience 
in unbranded jobbing. 


ago, retired for several years and 
then went with the Sprague subsidiary. 


“Optimism on Jobbing.” Jobbers par- 
ticipating in a question-and-answer 


Keynote speaker J. M. Shea Jr., 
marketing vice pi2sident of American 





motorcompressor features 


New compact design 

engineered by Ingersoll-Rand 

... Channel-flo is the first 
motorcompressor built specifically 
for automotive service! 


Outstanding Channel-flo compressor 


efficiency and operating economy are 


AND 
COMPACT 


helping modern establishments every- 
where to improve their service profit- 
ably. Famous Ingersoll-Rand depend- 
ability assures the maximum in trouble- 
free performance. The Channel-flo is 
now available in 11/4 and 2 horsepower 
sizes and rated at 200 psig. 


Bulletin No. 1547 details complete 
Channel-flo specifications and features 


Channel-flo direct motor 
drive without belts or 
coupling assures maxi- 
mum safety, perfect 
alignment and a more 
compact design that 
saves floor space. 


Ingersoll-Rand 


11 Broadway, New York 4, N.Y 


such as Balanced Opposed Piston Con- 
struction, I-R Channel Valve and many 
others. Write today for your copy or 
see your I-R Jobber. 

3-837 
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Associations 


Petrofina, also emphasized the posi- 
tive. 

He declared: 

“There have been too many gloomy 
statements by both oil company ex- 
ecutives and jobber association 
spokesmen. This attitude does not 
make sense to me in light of the 
many persons in this country who 
have made a complete success of 
their jobbing businesses and are con- 
tinuing to do so.” 

(Shea also suggested how jobbers 
might get the bigger margins he said 
they need. For highlights of this 
speech, see page 16, 

The association adopted resolutions 
reaffirming its opposition to a raise 
in the federal gasoline tax until di- 
version of gasoline tax money is 
halted, and its support of a bill for 
collecting federal taxes at the jobber 
instead of the supplier level. 

The association took no action on 
fair trade “pending a clarification of 
what it would do.” 

Other resolutions opposed S-11, 
the anti-“good faith” bill, and urged 
faster tax write-off of service station 
investments. 

(For the new lineup of association 
officials, see About Oil People sec- 
tion.) 


NCPR 


Here's NCPR’s plan for 
action in coming months 


NATIONAL Congress of Petroleum 
Retailers plans to seek restrictions 
that would limit the number of people 
who can buy products at post ex- 
change service stations. 

This was reported by Cash Hawley, 
NCPR president, at the group’s an- 
nual meeting, in New Orleans. 

He said many oil men felt these 
stations were becoming “discount 
houses for uncles, cousins and almost 
anyone else who had some military 
connection.” 

NCPR also plans to seek: 

e@ Passage of S-11, which seeks to 
rule out the “good faith’ defense in 
alleged price-discrimination cases. 

e Cash discounts on gasoline pur- 
chases, 2% in 10 days. 

e Limitation of — service-station 
construction in overbuilt areas. 

e Elimination of all but standard- 
ized price signs. 

e Protection for 
dealers. 

e Cessation of price wars through 


heirs of lessee 
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equalization of the wholesale-retail 
price structure and elimination of 
wholesale-retail jobber outlets. 

e Stabilization or elimination of 
rental charges on credit-card printers. 

NCPR bylaws were amended to 
permit Hawley to serve a third term. 
Elected vice president was Tom 
Fountain. Next annual meeting will 
be held in Houston. 

The group laid plans to begin in 
January publishing a national publi- 
cation to be inserted in publications 
of NCPR-affiliated associations. NC- 
PR estimates circulation will be 100,- 
000. 


SCOJA 


South Carolinians eye 
Florida oil-gas battle 


SOUTH CAROLINA oil jobbers are 
looking south for two reasons this 
fall: 

e They're watching how Florida 
oil men are organizing statewide 
through the Florida Better Home 
Heat Council to fight the new inflow 
of natural gas. 

Reggie Moffatt of Orlando, Fla., 
was on hand at SCOJA’s summer 
meeting to explain Florida’s campaign 
and give jobbers pointers on how they 
could get a share of industry money 
available from National Fuel Oil 
Council. 

e They're also looking forward to 
a cruise to Bermuda next May, prob- 
ably jointly with jobber associations 
of North Carolina and Georgia. It’s 
estimated to cost about $250 per per- 
son, room and board included. Turn- 
out may run 300-400 for all three 
groups. 

In a business session, SCOJA went 
on record in support of strong regu- 
lations of unions. 

When a member made the propos- 
al, mentioning the Griffin-Landrum 
bill, another member jumped up, say- 
ing jobbers should stick to their own 
business. 

Several other jobbers rose to say 
that flagrant unionism is every job- 
ber’s business. Some cited cases of 
union activities they considered ob- 
jectionable. 

At an oil-heat session, Van Noy 
Thornhill, director of South Carolina 
Oil Heat Institute, told members they 
must look successful to be successful. 

Pointing out that you can’t just sell 
oil, you’ve got to sell service, Thorn- 
hill said dealers should improve uni- 
forms, appearance of trucks and 
offices. 


this is a 

~ catalog... 
with 
complete 
Specifications 
on the new 
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perforation 





NATIONAL PETROLEUM NEWS * October, 1959 





bby, OOMVE MS. MAN. aHL dO THIS 
AA An Sa 1- OF 6E 











THE NEW 











® 44 inches short! 


¢ Four models to meet 





every station need: single 
pump, remote single dis- 
penser, and remote one- 
and two-product dual 
dispensers. 


e 13'9’ serving radius. 





® Mono-Frame construc- 
tion. 


* Two-piece front and rear 


panels afford workbench 
accessibility. 





2 World-proven four-pis- 
ton displacement meter, 
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And now, the Gilbarco "44"—another great mile- 
stone in gasoline merchandising! 

This new pump is modeled on the style-setting 

lines of the standard Gilbarco Sales-Maker, yet the 
“44” measures only 44” from top to bottom—four 
inches lower than any other low pump—8 to 14 
inches lower than standard pumps. 
/ With its design skillfully planned to blend with 
any station style, this new pump gives a clean, un- 
cluttered look to your pump islands, with the over- 
head island lighting illuminating the extra-wide 
dial face for complete nighttime visibility. 

Painstaking attention to functional design plus 
Gilbarco's exclusive Mono-Frame construction cuts 
maintenance costs to new lows, with access to the 
interior of the pump complete and almost instanta- 
neous. With the front and rear panels removed 


4 





there is actually workbench accessibility to the meter, 
pumping unit, computer and every other component 
of the pump — right on the island. 

The hose is suspended on the outside of the 
pump by a nylon-covered steel cable. A latch-type 
reel maintains tension on the cable when the hose 
is extended and retracts it smoothly after use. Hose 
reach from the side of the pump to the nozzle tip is 
13 feet 9 inches, the longest serving radius of all 
“low” pumps. 

The “44” is available in four models: single 
self-contained pump, remote single dispenser, and 
remote one- and two-product dual dispensers. Each 
model can be furnished in finishes combining high- 
bake enamel, stainless steel and chrome, providing 
numerous color-styles to meet your particular mar- 
keting requirements. 





worid-proven 
components 


The famous Gilbarco four-piston positive displacement meter is the most 
widely used gasoline pump meter in the world. Accurate to within 29 
thousandths of one percent, the meter can be calibrated with split-drop 
accuracy to increments as small as 5 cubic inch in five gallons. Nylon 
anti-friction rings moving within the cylinder liners assure minimum 
friction and resultant long life. The meter valve is ground and precision- 
lapped at both top and bottom. 


The Gilbarco combination pumping unit and air separator has demon- 
strated its efficiency and durability in every country on the globe where 
gasoline is sold. Extra-quality long-wearing rotor blades and a new lip- 
type shaft seal add to its already remarkable durability. An easily remov- 
able Monel wire screen, backed by a brass wire cage, prevents passage of 
impurities. Unique design includes an aluminum wire coalescing element 
to trap entrained air. 











REMOTE 
DISPENSERS 





DUAL DISPENSER TWO-PRODUCT DUAL DISPENSER ONE-PRODUCT DUAL DISPENSER 


Remote single, one-product dual, and two-product dual dispensers are available in 
the ‘44’ series. These dispensers—minus motor, pumping unit, and air separator 
—cost less than standard pumps, result in lower installation costs and often lower 
wiring costs. Outwardly, they incorporate all the modern merchandising features 
found in all models of the “44” pump. 

Gilbarco “44” remote dispensers can be used with all types of remote pumps. 
Remote systems push gasoline under pressure from the distant pump to the dis- 
pensers, eliminating any possibility of vapor lock in high temperature areas. 


2-1, SUPPLY UNIONS FOR TWO 
PRODUCT QUAL: 
































SINGLE DISPENSER 










































specifications 


PUMPS AND DISPENSERS 
HEIGHT: 44” overall. 


FRAME: One-piece Mono-Frame channel of heavy roll-formed 
steel on cast iron base. 


PANELS: Two-piece for inexpensive replacement. Instantly 
removable by turning fastener in upper panel. 


DIAL FACES: Slanted backward for clear illumination from 
overhead island lights. Space for brand identification available. 
See back page. 


COMPUTING HEAD: Simplified automatic reset type. 


METER: Four-piston, corrosion-proof, completely enclosed. 
Pistons equipped with anti-friction rings. Fast dry calibration 
with outside wheel. 


FINISH: Lower panels: finished in high-bake enamel, Bon- 
derite protected. Mono-Frame: Bonderized high-bake enamel, 
or with stainless steel sheath. Upper panels: Chrome-plated, 
or Bonderized high-bake enamel with bright trim. 


COUPLING: 11.” ground joint union. 


VISIGAUGE: Furnished without visigauge as standard but can 
be supplied if ordered. 


UNDERWRITERS’ LABEL: Listed and labeled by Underwriters’ 
Laboratories, Inc. 


MOTOR: Standard 14 H.P. 115/230 volt single phase 60 cycle 
AC explosion-proof with external voltage selector. Slots in 
motor mount for belt adjustment. Motors with other electrical 
characteristics are available. 


COMBINATION PUMPING UNIT AND AIR SEPARATOR: 
Gilbarco-made rotary with six long-wearing blades and in- 
tegral cast aluminum air separator. Blades can be replaced if 
ever necessary without removing pumping unit. 

REMOTE DISPENSERS 
(Furnished without motor, pumping unit, and air separator.) 


SOLENOID VALVE: Prevents delivery of gasoline through dis- 
penser before operating handle is in “‘on’’ position. 


APPROXIMATE SHIPPING WEIGHTS 
Domestic Crated Export Crated 
(bs.) 


Model (ibs.) 
“44” Single Pump 355 390 
“44” Single Remote Dispenser 310 345 
“44” Dual Remote Dispenser 
for one product 360 395 
“44” Dual Remote Dispenser 
for two products 370 405 


Units are available with special features to meet local stro as well as models for Imperial and 


Metric measure. The manufacturer reserves the right to ¢ 


ange specifications without notice or liability. 
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A stainless steel Mono-Frame and chrome- 
plated upper panels appear on the pump 
at the left; the center pump has chrome- 
plated upper panels and enameled 
Mono-Frame; at the right the pump is 
completely enameled. 


Several finish combinations are available on all models 
of the ‘44’, The combination desired should be speci- 
fied when ordering. 


— Mono-Frame: Enameled in your colors or with stain- 
less steel sheath. 


Upper panels: Chrome-plated or enameled. 

Lower panels: Enameled. 
The stainless steel sheath encases the Mono-Frame for 
complete protection against weather, eliminating the 
need for field repainting. (Lower panels and Mono- 
Frame can be supplied with porcelain enamel finish at 
extra cost.) 





GILBERT & BARKER 
MFG. COMPANY 

WEST SPRINGFIELD, MASSACHUSETTS 

TORONTO, CANADA 


P-809 95920 Printed in U.S.A. 





PURE gives you a 
_ head start in the 
truck stop business 





PURE’s 24-state network of modern, high-volume TruckStops is the 
largest and finest in the country—now more than 220 stations. The 
PureTruck station sign and the services it offers are well recognized 
by over-the-road truckers. As a Pure Oil jobber you benefit from 
PURE’s experience and reputation in TruckStop operations. 


Here are more reasons why you should 
investigate the PURE franchise: 


PURE believes in jobbers —Jobbers are PURE’s best 
means of distributing products in much of its market- 
ing area... over 40% of PURE bulk plants in 24 
states are jobber plants. 


Day-to-day operations— We'll help you iron out kinks 
in product handling, warehousing, delivery . . . build- 
ing and equipment maintenance . . . paper work, too. 


Future planning— PURE’s experts in financing, mar- 
keting, and business management give you practical 
help with your future plans. 


New business—Field-tested sales programs help you i 
develop profitable farm, fuel oil, car dealer, fleet, and Truck Stop 
industrial accounts. L ane 


Isn’t this the kind of company you’re looking for? 
Why not get all the facts? Just write or call the Dis- 
trict or Division Manager in your area, or Retail 
Marketing Department, The Pure Oil Company, 
35 E. Wacker Drive, Chicago 1, Illinois. 


It pays to BE SURE WITH PURE Now—over 220 PureTruck stations 
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These two “stop-action” photo- 
graphs show what happens when 
a 2-pound, 10-ounce steel weight 
is dropped 12 inches on an 
ordinary spark plug (left) and 
on an AC Fire-Ring Spark Plug 
(right). The ordinary spark plug 
cracks and falls into pieces. The 
Fire-Ring remains intact! 





New @ Fire-Ring 
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Demonstration of Quality! 


This “Drop Test” proves the extra strength built into 
every AC Fire-Ring Spark Plug...shows why ACs 
are less likely to be damaged during installation! 


The “‘drop test”’ pictured on the opposite 
page graphically illustrates what many 
auto engine mechanics have discovered 
for themselves: 


AC Spark Plugs resist breakage under 
conditions that can—and often do—shatter 
ordinary spark plugs! 


It’s money out of a Dealer’s pocket when 
a spark plug insulator is accidentally 
damaged during installation . . . nothing 
left to do but replace the spark plug. 


What’s worse, a cracked insulator might 
go unnoticed, without the mechanic 
knowing that only a slight tap of his 
wrench has damaged the spark plug. 
The result—an unhappy motorist who’s 
losing power and mileage! 


Rugged construction is one of many 
quality features “‘built into” AC Fire- 
Ring Spark Plugs. So, always recom- 
mend AC Fire-Rings — used on more 
new cars than any other brand of 
spark plugs! 


AC SPARK PLUG RB THE ELECTRONICS DIVISION OF GENERAL MOTORS 


McCURRY 


AC PRESENTS THE Art CARNEY SHOW, NBC-TV, NOV. 13 


THEY MUST BE THE BEST! 





Every AC features the 
exclusive Hot Tip that 
heats faster, cools faster 
to stay clean longer. 
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you get desig 


with AVONCRAFT 


“Package” stations, yes... pro- 
duced in quantity at a saving — 
but engineering makes their de- 
sign versatile and flexible, even 
on tough designs. Note how dis- 
tinctive these stations are... 


SHELL... with its sculptured, 
tall red pylon, lighted at night. 


MAGNOLIA .. . with its wide, 
sleek canopy providing a big 
shady area. 


ASHLAND...with a neat com- 
pact look and narrow overhang. 


AVONCRAFT can design to your 
needs. Write today for our full- 
color brochure showing more of 
Avoncraft's custom service sta- 
tion designs. 


AVON DALE MARINE WAYS, INC. 


AVONCRAFT oivision 


P. O. BOX 1030 e PHONE UNiversity 6-4561 e NEW ORLEANS 8, U.S.A. 
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At his Chicago oil depot, Mr. C. E. Lund talks to Ben Kijek, driver of 
this Model AC Mack which was purchased in 1925 and is still in daily 
use. Recorded downtime on this indestructible old timer has been 
only a relatively few days in its entire 34-year life! Flanking famous 
old truck are two other members of Lunoil’s Mack fleet—a B-61ST 
six-wheel tractor and a handsome N-42S cab-forward fuel oil truck. 


Here’s brand loyalty that 
has paid off for 42 years 


Mack trucks were working for Chi- 
cago’s H. N. Lund Coal Co. during 
the first World War . . . and some of 
the famous old Mack AC Models 
which the Lunds bought back in the 
“roaring twenties’’ are delivering 
coal to this day . . . doing a good job 
34 years later. Amazing? Not if you 
know how Macks are made. Finest 
engineering; finest workmanship; 
finest materials. That’s the secret of 
the dependability, efficiency and 
long life of a Mack truck. 

Today the Lunoil Division of the 
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H. N. Lund Coal Co. still relies on 
Mack trucks for dependable fuel oil 
handling. On the long hauls from 
refinery and bulk plant, the big 
Mack B-61ST’s do the job; while 
the handsome, husky N-42S cab- 
forwards make retail fuel deliveries 
through heavy traffic from one end 
of Chicago to the other. 

The sooner you put Macks to 
work in your own operation, the 
sooner you'll start to realize the 
tremendous profit potential of their 
bonus cargo capacity . . . their swift 


mobility in congested areas . . . their 
strength, stamina and dependability. 
Check your Mack branch or distrib- 
utor for full details. He’ll help you 
choose the Mack best suited to your 
requirements. Mack Trucks, Inc., 
Plainfield, New Jersey. In Canada: 
Mack Trucks of Canada, Ltd. 


7037 


MAC K 


FIRST NAME FOR 


TRUCKS 
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simulated driving conditions are just one of the rigorous tests given 
antifreeze formulations during the course of their development. Constant 
research in Dow's Laboratories seeks to improve cooling system protection. 


TESTING NEVER STOPS. This picture illustrates a unique bank of 
radiators that run 24 hours around the clock checking the protection 
qualities of various formulations on metal and rubber parts. These 


ANTIFREEZE: WHY DOW? 


Because Dow research 
constantly improves 
cooling system protection 


Dow’s Automotive Chemicals Development Labora- 
tories have the full time job of keeping antifreeze 
formulations up to date. They have filled this role 
for many years. It is part of a continuing program on 
Dow’s part to make sure that any changes in engine 
or cooling system design are reflected in new formu- 
lations. 


One major laboratory is located in Midland, Michi- 
gan, just 120 miles from Detroit, heart of the auto- 
motive center of the U.S. Dow technicians keep in 
close touch with automobile manufacture and design 
developments. This vital information is always avail- 
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able to Dow customers and their research staffs. 


Dow’s antifreeze philosophy is simply this: Produc- 
ing a quality product alone is not enough. We must 
keep the product abreast of technological changes. 
We owe this service to our customers. 


Antifreeze marketers from all over the United States 
and Canada frequently consult with Dow technicians 
on the newest developments in new formulations as 
well as cooling system changes. It is this atmosphere 
of cooperation that has developed outstanding prod- 
uct sales successes for many Dow customers. 
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VAST PRODUCTION FACILITIES BACK RESEARCH. 
Dow's five ethylene glycol producing plants loom large in the back- 
ground of antifreeze research projects. Dow has a vital stake in the 
future of newer and better formulations. By improving cooling system 
protection, Dow is insuring its customers of healthy, booming markets 
in years to come. 


/ 


THE HEART OF THE AUTOMOBILE INDUS- 


TRY. Located conveniently near Detroit, Dow tech- 
nicians meet frequently with top automotive engineers 
and design personnel to discuss possible and probable 
developments in both engine and cooling system de- 
sign. This information is a guide to our research and 
enables us to be of greater service to our customers. 





Tih tt 


DOW CHEMICALS 
BASIC TO 
AUTOMOTIVE NEEDS 


Antifreeze * Brake Fluids 
WHATEVER THE FORMULA. Many Dow customers have their own 


company specifications. Still others prefer one of Dow's own formulations. Synthetic Lubricants 
Whatever a customer's requirement or preference, Dow is in the business of Hydraulic Fluids 
producing top quality products, when and where needed. 


Viscosity Index Improvers 


THE DOW CHEMICAL COMPANY - MIDLAND, MICHIGAN 
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—with an Automatic, High-Speed 


FMC “Non-Shock” Caser 


Now you can case canned oil continuously and 
automatically at highest speed, with maximum 
protection against damage to cans and litho- 
graphing. 

The FMC “Non-Shock” Caser, perfected orig- 
inally for casing delicate, vacuum-packed fruits 
and vegetables, has been widely accepted by the 
oil industry to speed up operations, cut man- 
power requirements, and overcome can damage 
and product loss. 

Complete details are available on request. Ask 
for your copy of our new bulletin No. 701-W on 
“FMC M&s Oil Fillers,” too, or cali your nearest 
FMC representative. 


NO ROLLING OR 
BEAD-TO-BODY IMPACT 


Cans enter the machine 
upright, move smoothly 
along woven wire belt, 
are transferred gently 
to the case. 
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NO CAN ELEVATOR REQUIRED 


FMC “Non-Shock" Caser pays big dividends in high capacity and 
gentle can handling at The Pure Oil Company’s Cincinnati plant. 


Putting Ideas to Work 
FOOD MACHINERY AND CHEMICAL 
CORPORATION 

Canning Machinery Division 


General Sales Offices: 
WESTERN: SAN JOSE, CALIF. ¢ EASTERN: HOOPESTON, ILL. 


FREE BULLETIN AVAILABLE 


Cans are delivered to 
the continuous feed 
belt through a 90° 
twister, avoiding dent- 
ing, spreading of can 
seams and leaking. 
Scraping and scratch- 
ing of lithographing is 
also prevented. 


Fully illustrated ‘‘Non- 
Shock” Caser Facts 
Bulletin Vol. V No. 1 
is yours for the asking. 
Better yet, call your 
FMC representative 
today for complete in- 
formation! 
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...triple-purpose anti-icer 


UNICOR LHS’ 


provides valuable refinery and pipeline service, too! 


CORROSION INHIBITOR 

Oil-soluble, forms protective film. Used in light 
gasoline and stabilizer overhead condensate, 
UNICOR LHS provides high-efficiency, 
low-cost corrosion control for pipelines, and 
for crude and other refinery units. 


<7 
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DETERGENT 

Minimizes deposits, promotes cleanliness in 
heat exchangers. In auto induction systems, 
UNICOR LHS assures cleaner combustion. 


ANTI-ICER 

Highly effective safeguard 

against carburetor icing, prevents stalling. 
UNICOR LHS is convenient and 
economical to use, and is instantly 
miscible in lightest components of 
winter-grade gasolines. 


Get the facts today! Write or UNIVE RSAL 
phone for information and samples. 
Address our Products Department. 0! L PRO D uCTS 
© COMPANY 
30 ALGONQUIN ROAD, DES PLAINES, ILLINOIS, U.S.A. 
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HERE’S THE WAY TO... 


LOAD FASTER... 





| ) 
Faster loading of truck transports can be achieved 
with drive-through loading racks and Rockwell remote, 
meter-controlled pumping 


How this better meter system works 


Each ticket printing register in the meter — gallonage dispensed by the meter is ac- 
house (above) is electrically synchronized — curately recorded and printed under the 
to the register of a Rockwell Rotocycle _finger-tip control of the meter house 
meter on the loading rack. Hence, all supervisor. 


ROCKWELL REMOTE REGISTRATION 
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reduce operating costs 


When a terminal is modernized or a 
new terminal constructed, many cost- 
conscious oil company officials are recog- 
nizing these facts: (a) that drive-through 
loading racks with centralized control 
simplify truck spotting; (b) that larger 
pipes and faster pumps save loading time; 
and (c) that Rockwell remote registration 
meter systems speed deliveries, simplify 
accounting and guard security. 


How trucks are 
loaded and speeded 
on their way 


When a driver arrives at the terminal, 
he is told over the intercom system which 
loading rack he is to use. He then sends 
the ticket from his previous delivery to 
the meter house via pneumatic tube. His 
truck is loaded by a remote controlled 
Rockwell register at the meter house and 
the metered ticket for the next delivery 
is sent back by tube. There are no em- 
ployees at the loading rack except the driv- 
ers. All flow is regulated via automatic 
shutoff devices from the meter house. 


You, too, 
can benefit from 
remote registration 
The Rockwell system of remote regis- 
tration and control is in active use at 
many terminals. Its effectiveness has been 
proved; its economies charted. For full 


details write Rockwell Manufacturing 
Company, Pittsburgh 8, Pa. 


METER SYSTEM 
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BIGGER PIPES, running symmetrically from storage tanks 
to pumps, boost loading speed. These lines are controlled 
by Rockwell-Nordstrom volves. 





ROCKWELL ROTOCYCLE METERS in loading bay dis- 
patch measurement to corresponding printing registers 
in meter house. Registers atop these meters are for 
check purposes only. 


ROTOCYCLE: METERS 


another fine product by © 


ROCKWELL 
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Have 

businessmen 

met their 
obligation 

in public 

altars ? 


American Can Company believes more can 
be done by business leaders to strengthen 
our economic system and protect our 
American way of life. Here is our program: 


Business, large or small, operates in a world in which pow- 
erful forces are at work marketing ideas that undermine 
our political and economic system. The public is being 
hoaxed into believing that the nation can consume more 
than it produces, that our standards of living can be in- 
creased by restricting output and reducing hours of work, 
and that the “‘good life”’ is a life of irresponsibility. The be- 
lief is fostered that through taxing and spending a more 
powerful central government can take care of everything. 


We believe management leaders must find a way to put 
industry in its true perspective, and to convince the public 
that our principles and methods are in the interests of 
everyone, not just a few. 


Our program of information and education: 


FIRST—we encourage everyone in our management to dis- 
cuss and take a firm stand on issues that directly affect 
the welfare of our nation, our company and its people. 


SECOND—we let every employee know exactly what we 
stand for, and why. We provide them with a constant flow 
of facts and viewpoints. We are hopeful their good sense 
will lend support to our ideas. 


THIRD—we give our managers the opportunity to study 
political processes and learn the art of practical politics. 
We urge them to take an active role in local politics in 
the party of their own choice—on their own time, at their 
own expense. 


FOURTH—our views on important issues are made known 
in full detail to the top management people, who have 
been designated as company spokesmen. After careful 
study of these views, they give their own conclusions to 
the Congressmen and Senators representing those areas 
where Canco facilities are located. 


We believe such a program is good—good for business, 
good for people in business, good for the nation. We hope 
you will realize its importance and, if you have not 
already done so, we suggest that you instigate similar 
action in your own organizations. 


a> 


American Can Company 


(To obtain more data on advertised products see page 172) NATIONAL PETROLEUM NEWS * October, 1959 





Tubeless Tire Valves 


for All Cars in 
New Convenient Kits! 


Here’s the new, easy way to stock 

and sell tubeless valves — the Dill 
Valve-Pak! And you can choose the kit 
that suits you best. No. 5258 contains 
a complete assortment of full 

length valves; No. 5258-A an 
assortment of 14" valves plus all 
necessary extensions. Handy 

reference chart shows proper 
application for each car. 


Case Free with 
Valve Purchase! 
Valve Installing 
Tool'/2 Price! 


New | 
DILLCco 
Chemical Cure Patch 


Nylon Reinforced 


An exclusive new development 
by Dill. DILL’CO chemically 
vulcanizes permanent repairs 
to both tube and tubeless 
tires. Speeds all kinds 

of tire repairing. Features 
nylon reinforced patches 

for added strength, 

added safety, 


Famous 


DILLECTRIC 


“Deep-Cure” Repairs 


Respected for years 
as the safe, 
permanent tire and 
tube repair! 
Particular repairmen 
insist on it. There’s none 
better, none more dependable. 
Vulcanizes electrically, automatically. 
Excellent for both tube 
and tubeless tires. 


Over 775,000 jn use! 


Fast, Easy, Safe! The DILL Manufacturing Company 
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PUMPS designed for the F’'uture 


1 Series 2OO 























LOW SILHOUETTE... 
LOW ORIGINAL COST 





LOW INSTALLATION COST 
LOW COST MAINTENANCE 
SALES BUILDING BEAUTY 


New as tomorrow... new island appeal. The most 
modern pump designed ... developed and perform- 
ance-proved to give maximum service in every station. 
Low profile . . . long service. The latest in fine pumps 
produced by Wayne. 


The Wayne 400 Series — Model 400 (48” high) utilizes 

overhead station lighting, Model 420 (52” high) with 
fluorescent lighting — offer more of everything wanted in a 
pump. More of everything needed to keep stations ahead 
in sales and profits. 


Single outlet; 2-outlet single product; and 2-outlet two-product 
pumps available in both suction and remote type in same 
size housing. 


These pumps will add eye appeal to your station. Help sales 
. . + put extra profit in your cash drawer. Write for 
complete specifications and folder to 


THE WAYNE PUMP COMPANY 
Division of Symington Wayne Corporation 


SALISBURY, MARYLAND 
WAYNE PUMP CANADA, LIMITED, TORONTO, ONT. 





ge mais ative Pai) 


MODEL 400 MODEL 400-1 
Suction Pump Remote Dispenser 


LOW SILHOUETTE 


oo es a geet 


EASILY READ DIAL FACE 


LOW COST MAINTENANCE 


LONG LIFE SOLO 
PUMPING UNIT 








; 
' 
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SERVICE STATIONS LOOK TO OTHER SERVICES 


Dealers are finding they can't live on gasoline 
profits alone. They must turn to other plus 
revenue services. Services which: 


(1) are highly profitable 
(2) help increase gasoline and oil sales 
and services 
(3) create customer loyalty 
(4) can be learned quickly and thoroughly 
and don't require large investments 
Ignition tune-up is the single minor service that 
meets all these objectives and provides top 
profit potential. 
Niehoff is the on/y manufacturer that offers all 
the things a service station needs to get into 
ignition service: 

) complete line of test equipment 
assortments of ignition parts to meet 
every budget 
modern cabinets included with assort- 
ments at no cost to dealer 
easy to use tune-up instruction booklet 
point of sale material 


FREE, NEW BOOKLET ... tells 
how tune-ups become the source 
for profits with NIEHOFF. Write for 
your copy today! Request ‘'The 
Trend is to You.” 





Niehoff is the only manufacturer 
who offers both test equipment and ignition parts. 


NIEROFF 


AUTOMOTIVE PRODUCTS 
Ignition Parts « Testing Equipment « Hydraulic Brake Parts 
C. E. NIEHOFF & CO. « 4925 W. Lawrence Ave. « Chicago 30, Ill, 
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DYE CONCENTRATES* 


MANUFACTURERS OF DYES AND CHEMICALS 
FOR THE PETROLEUM INDUSTRY 


Pioneers in 
FOR USE IN ennai 
Gasolines a Pe 


Diesel Fuels 


Also Available 


ir oleum | y in Dry Dye Form. 


. : Dye concentrates can be 
Fuel Oils “~ Dy Oe prepared to specifications. 
Lubricating Oils See: 


Automatic Transmission Fluids 


Break-in Oils and Greases m CALL US COLLECT FOR FAST ACTION 
; PHONE MUlberry 4-1726-7 


Samples and description upon request. 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 
*Patent Pending 


Manufacturing Division: 335 MeLean Blvd... Paterson bt. New Jersey 


Varketing Division: 2110 Carew Tower. Cincinnati 2. Ohio 
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FOR FUEL OIL DELIVERY: 
1% in.—AA 4177 
1% in.—AA 4161 


ALUMINUM SWIVEL 
1% in.—AA 4188-125 
1% in.—AA 4188-150 


Order your trial nozzle by number 


Balanced action of new lightweight aluminum nozzle permits 
opening against 150 psi pressure with only one finger, is 
adjustable to various closing speeds without removing the 
nozzle from the hose, provides shockfree and leakproof 
closing under all operating conditions. Full streamlined area 
at all points offers unrestricted rate of flow under all operating 
pressures. And new lightweight aluminum swivel with nylon 
bearings can be supplied to eliminate kinks, twists or damaging 
tensions on the hose. 
Take advantage of this introductory offer! Try one of the 
FOR AIRCRAFT SERVICING: new nozzles for two weeks. If you are not entirely satisfied 
1% in.—AA 4171-5 with its operation, return it for full credit or refund. 
2 in.—AA 4158-5 


Order your trial nozzle by number 


PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. e¢ OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVYENUE,LOS ANGELES 11,CALIF, 
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MAXIMUM PAYLOAD with durability and 
efficiency that no mass-produced truck can equal 


Unlike mass-produced trucks, every major part 
of the Brockway chassis is specifically selected Among the NEW Brockway Huskie features: 


to fit the exact requirements of your job. And @ Wider choice of power—gasoline or diesel 


Brockway's unique flexible production methods offer @ Larger cooling capacity @ Improved power 
you the widest choice of individualized vehicles in steering @ All steel Safety-View cab ®@ Dual 
half the delivery time. If trucks are the tools headlamps ® Step-Aside fenders @ Easy- 

Access maintenance 


of your business, Brockway can point your way to ag 
i. 


higher profits. ——— oo 
: YY Pi | 
A Living Legend — = ie | 


of the Highway 
for more than 
45 years 























SSS 


45,000 


WORTH OF PRIZES! 


x Easy to Win Weekly xb Four Grand Prizes 
Prizes-——200 in all! Worth Over $6,000 
Each! 


YOU ARE ELIGIBLE TO ENTER IF you are the 


manager of a tire dealership OR a tire salesman. 























TOUR REWARD 
Ir YOU ACT NOW 


We make you an honorary Tiger Trainer and Custodian 

with this official document to prove it. Hang it in your : = tear 
den or office so everybody will know that you can lick “ aint 
your weight in tigers! ; 
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1 GRAND PRIZES! 








Which One Do You Want? You Get Your Choice! 


 ¢RAND PRE 


GROUP #2 


A FULL HOUSE OF FURNITURE! 


GRAND PRIZE 
~ GROUP #1 


A Bonanza for your 
Backyard! 


A POOL WITH ALL THE TRIMMINGS ! 


Not only a 16x32 foot 
Gertrude Ederle Dive ’n 
Swim Pool BUT. a 
spacious patio to go with 


Over $6,000 worth of 
Famous Heywood 
Wakefield furniture! 
Enough to furnish living 
room, dining room, 3 bed- 
rooms, kitchen and patio! 











it AND 2 chaise longues! 


You can win any one of these weekly prizes. Your Choice! 


@ RCA VICTOR Transistor @ KODAK Slide Projector 
Radio 


@ MANNING BOWMAN 








@ RCA VICTOR Portable 


GROUP #3 


A LOAD OF EASY LIVING! 
Just Look at what you Get! 
All these Work-Savers 
by WESTINGHOUSE: 
Range « Refrigerator 
Freezer « Washer « Dryer 
Dishwasher «+ Vacuum 
Cleaner ¢ Floor Polisher 
complete set of Small 
Appliances 
@ Two FEDDERS Air 
Conditioners 
@ An IRONRITE Ironer 
@ NECCHI Console 
Model Sewing Machine 
@ IN-SINK-ERATOR 
Garbage Disposal 
@ EXCELLO Riding 
Power Lawn Mower 
@ A HARDMAN “Duo” 
Player Piano 
@ Set of ONEIDA 
Sterling Silver 
(service for 12) 
@ A RIVAL Electric Ice 
Crusher 
@ Set of ROSENTHAL 
Block China 
(service for 12) 


GRAND PRIZE 





GRAND PRIZE 
GROUP #4 


JUST FOR FUN—A HEAP OF 
ENTERTAINMENT FOR YOU 
AND YOUR FAMILY! 


@ Two RCA VICTOR 
Portable TV Sets 

@ KODAK 16mm Motion 
Picture Camera 
and Projector 

@ Two RCA VICTOR 
Color TV Sets 

@ Two RCA VICTOR 
Transistor Radios 

@ Two RALEIGH 
Bicycles (boys’ & girls’) 

@ Twin Set of 
RAWLINGS Golf Clubs 
(for “him” & “‘her’’) 

@ RCA VICTOR Stereo 
Hi-Fi Console with 
auxiliary speaker and 
library of stereo albums 

@ A HARDMAN “Duo” 
Player Piano 

@ RCA VICTOR Stereo 
Hi-Fi Portable 
Phonograph 





Hi-Fi Phonograph 


@ MORSE Portable Sewing 
Machine 


Portable Power Drill Kit 

@ KNAPP-MONARCH multi- 
speed Liquidizer & auto- 
matic Coffeemaker 

@ HERMES “Rocket”’ 
Portable Typewriter 

@ KODAK 8mm Motion 
Picture Camera 


@ AMELIA EARHART 
Luggage Set 


@ RALEIGH Bicycles (boys’ 
or girls’) 











————— 








CONTEST PROCEDURES: 
WEEKLY CONTEST—Before each weekly contest you 


get card containing simple selling message about tires made 
with TYREX viscose cord. 

To win weekly contest you must know the facts of the 
TYREX viscose cord selling message for that week. 

Contestants will be questioned by phone. Those called will 
be selected through a drawing of all names entered in TYREX 
Inc. TIGER BONANZA. 

Prize winners will be picked for their ability to answer the 
weekly question correctly. 


GRAND PRIZE CONTEST—To win a Grand Prize, 
you must know six of the ten weekly sales messages about 
TYREX viscose cord. 





TYREX INC. Tiger Bonanza Contest 
Post Office Box 1301, New York City, New York 


Yes, I sell tires! Please enter me in the TYREX Inc. TIGER BONANZA 


NAME 


GET IN ON THE TYRE * 
BEGINNING! 


Mail your entry NOW! Full instructions and de- 
tails will accompany your first contest mailing. 








HOME 
ADDRESS: STREET 





CITY. 





HOME TELEPHONE NO. 








NAME OF DEALERSHIP. 





SIGNATURE OF MANAGER 





CITY 


STATE. 





AND SEND MY “TIGER TRAINER” CERTIFICATE NOW! 


TYREX INC., EMPIRE STATE BLDG., NEW YORK 1, N. Y. *TYREX is a collective trademark of Tyrex Inc. for viscose tire yarn and cord. 
TYREX viscose tire yarn and cord is also produced and available in Canada. This contest void in any state or locality where prohibited by law. 
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Cash in with CRESCENT'S 


" Leading marketers choose Crescent wire 
and cable for three big reasons: 


COLOR © Crescent provides your com- 
_ pany's color for quick, positive identi- 
fication. Ask for free samples. 


MERCHANDISING ¢ Crescent sales pro- 
grams help stimulate your sales. Get 
the full details now! 


QUALITY ¢ Crescent offers corrosion- 
resistant terminals with spring steel 
inserts to permit repeated flexing... 
easy-to-install sell type lugs... plas- 
tic insulation that resists oil, grease, 


di . 


¢ THE CRESCENT COMPANY, INC. 


Kes PAWTUCKET, RHODE ISLAND 
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Increase Home Deliveries 


In order to cut costs and improve 
service to fuel oil customers, Read- 
ing Merchants Ice Co., Inc. of 
Reading, Pa., has just completed 
a full program of modernization. 
The program included the addi- 
tion of two new storage tanks 
which brought Reading’s above- 
ground capacity up to 125,000 
gallons. 

To reduce filling time for their 
home delivery trucks, the firm 
installed a Marlow 32-HELP-13 
Self-Priming Pump to speed grav- 
ity flow from the tanks. As a result, 
Reading now loads trucks at 560 
gpm—over five times faster than 
before! Not satisfied with just 
speeding up truck loading, Larry 
Houck, Reading’s General Man- 
ager, installed Marlow 2C2G 
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MARLOW PUMPS CUT LOADING TIME 807% 


a F 


At left—This Marlow 32-HELP-13 Self-Priming Pump powered by 
an explosion-proof motor, speeds truck loading more than 5 
times faster than ever before for Reading. 


pumps on their six 3,000-gallon 
trucks and jumped home delivery 
rates from 40 to 100 gpm! 

According to Mr. Houck, a 
driver — with old equipment — 
could make 24 stops in an 8-hour 
day. Now, with Marlows, he can 
make 38 stops in 8 hours, increas- 
ing daily delivery from 4,000 gal- 
lons to 6,500 gallons. 

After using Marlow equipment 
for over a year, Reading has in- 
creased the effectiveness and 
profits of their operation. “Of par- 
ticular appeal is the high speed 


50% Per Truck With Marlow Pumps 


truck loading and home deliveries 
that cut operating costs,” accord- 
ing to Mr. Houck. “I am very well 
pleased with the performance of 
Marlows, and plan to use them for 
all future improvements at Read- 
ing,” Mr. Houck adds. 


Marlow makes a comprehensive 
line of self-priming centrifugal 
pumps to handle petroleum prod- 
ucts in the bulk plant or on home 
delivery trucks and transports. 
For complete details see your 
Marlow dealer today or write 
direct for Bulletin PM-06. 


8-315 


MARLOW PUMPS*°* 


DIVISION OF BELL & GOSSETT CO. 
Midland Park, New Jersey 


® Morton Grove, Illinois 


Longview, Texas 
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Among the millions of car owners who know filters by 
brand name, more rank FRAM first in quality 

than any other filter!* This is just one of the many 
reasons dealers find FRAM easier to sell. 
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Eg, Anyway you look at it... 
FRAM ranks first! 


@ More drivers prefer FRAM @ More car makers 
install FRAM @ More dealers are switching to FRAM daily 


—to get the extra sales that FRAM filters bring! 
*Nationwide Survey, 1958 


FRAM CORPORATION, Providence 16, R. I. 


O/L AIR FUEL WATER 
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Longer Life with Gates 
Permeation Barrier 


Oil Loading Hose 


5 other superior features 


Permeation Barrier is a protective layer of special 


rubber compound between the tube and the reinfore- COVER is made of tough, resilient rub- 
S ; : : ber stock which resists damage by ag- 
ing layers of Gates Oil Suction and Discharge Hose. ing, abrasion, weather and oil. 


This protective layer reduces the damaging pene- TUBE is specially compounded to han- 
tration of oil hydrocarbon molecules, which can cause wud without soft- 
separation between components of the hose. As expe- : 

: : : REINFORCEMENT of spiral-wound steel 
rienced users know, maximum adhesion between these wire provides maximum strength and 
internal components is the key to long hose life. mg resistance to the body of the 

° . ose. 

For more hours of actual service life, fewer re- 

‘ CARCASS of high-tensile fabrics in 
placements, and lower hose costs...specify Gates 


multiple plies is engineered for full 
O.S.&D. Hose. rated suction and discharge pressures. 


BUILT-IN FITTINGS are all static-bonded 
The Gates Rubber Company, Denver, Colorado to discharge electricity before a dan- 


Gates Rubber of Canada Ltd., Brantford, Ontario gerous charge can be built up. 











TPA 438 


The Mark of Specialized Research 


ae 


Gates Oil Loading Hose 
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ustomers of Troch Fuels, Chicago, 
ke the fast, efficient delivery / 7 2 
ice provided by the Troch fleet ‘ re pepe ie Re ee TT IR me rere 
Columbian Fueloaders. 
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AVAILABLE IMMEDIATELY FROM STOCK in — aa Louis 
and Kansas City 


FUELOADER 


mn FUEL OIL TRUCK TANK 
af MASTER-CRAFTED BY 


COAL:’FUELOIL 4 


— ean 
toa OLUMBIAN 


MORE PROFIT ON YOUR INVESTMENT 


Through volume production and tank-making know-how, 

Columbian gives you finer equipment on low investment. 
@ Master-Crafted Fueloaders are designed and tested to 

give you a higher return on your dollar through bigger 

payload, longer life and lower operating costs. Here 

is fuel oil delivery equipment so sturdy and efficient, it 

will outlast several trucks. Two sizes: 1,800-gal., 

3 compartments — 800-600-400; 2,000-gal., 3 compartments 

— 800-600-600. 


MORE MODERN FEATURES PER DOLLAR 
Because stock model Fueloaders are mass-produced, 





you get more modern features for your money... like 

@ precision engineered full-length steel sills and front- 
drained flashing, deep-dished front and rear heads, smooth 
skin shell for unbroken lettering, and many others. 


MORE EFFICIENT IN SERVICE 
Fueloader’s modern design is performance proved to 
give you greater profits through increased efficiency, 

@ more stops per day — minutes saved at every stop. Rear 
platform mounting gives immediate and unobstructed 
access — from either side —to all servicing equipment, 
including electric drive hose reel and single-door meter 
cabinet with hose rollers on top. 


“First Come, First Served” —PHONE OR WIRE 
ST. LOUIS: Neumayer Equipment Co., 5130 Berthold Ave. 
CHICAGO: R. G. Smith Equipment Co., 1874 Busse Highway, 
Des Plaines, Ill. 
KANSAS CITY: Columbian Steel Tank Co. 
Columbian is also designing and delivering Master-Crafted 
custom-built units in 2,500 to 4,000-gallon capacities. 
For any Tank-Type equipment, call Columbian, your best 
source for tops in tanks. 


COLUMBIAN STEEL TANK CO. 
P.O. Box 4048-1 Kansas City 1, Mo. 


STEEL, Master-crafted by Columbian... 
First for Lasting Strength 





The BIG SUCCESS 


1959 FORD SUPER DUTY 
TRUCK SALES MORE THAN 
DOUBLE THOSE OF LAST YEAR 
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1960 FORD SUPER DUTIES 


SKYROCKETING SALES OFFER ADDED TESTIMONY TO THE 
TOUGHNESS AND RELIABILITY OF FORD “BIG V’S"— 
NOW THEY'RE MORE DURABLE, MORE FLEXIBLE THAN EVER! 


Ford’s increase in sales of Super 
Duty Trucks, while impressive in 
itself, by no means tells the whole 
story. Over half of the 1959 unit 
sales were the result of repeat orders 
from operators like Trucking Con- 
tractors, Inc., who bought because 
the Ford “Big V”’ provided the kind 
of performance and durability 
needed for their work. 

And for 1960, the Ford Super 
Duties offer additional refinements 
designed to provide an even greater 
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degree of dependability. Bigger op- 
tional axles and increased GVW’s 
permit greater payloads and more 
profitable operation. Automatic 
radiator shutters to keep the engine 
temperatures within the most effi- 
cient operating range, submerged- 
type electric fuel pump to prevent 
vapor lock, and redesigned wiring 
for longer, more dependable opera- 
tion are but a few of the improve- 
ments which add to the performance 
and durability of these units. 


NATIONAL 


PETROLEUM NEWS * 


The changes offered for 1960 were 
tested and evaluated by America’s 
foremost independent automotive 
research organization. The certified 
results of the studies by this im- 
partial firm (name available on 
request) provide proof that Ford’s 
Super Duty Trucks are even more 
dependable. 


@ Certified Durability through closer 
temperature control! Independent 
research engineers certify that Ford’s 
thermostatically controlled radiator 
shutters kept water temperature 
between 168° and 188° in severe 
mountain grade operation. The test 
truck with shutters blocked open 
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of the Big Truck Field 


ce perigee te 


“Tried 8 in '58—bought 20 more in 1959,” says Curtis E. 
Brost, President, Trucking Contractors, Inc. “In 1958 we 
bought 8 Ford T-850’s with lightweight chassis options and 
specially built 5-batch bodies which gave us a full extra 
batch per truck. A 5-batch load is a real strain on the truck 
when you consider we’re ‘running the ditches’ on this 
highway paving job in North Dakota. These T-850’s worked 


out so well that we ordered 20 more in 59. Our Ford Tandems 
with the 477 engine give us good mileage and the drivers 
are real happy with them. It’s a rough go on trucks with 
soft footing and dust so bad we have to drive with head- 
lights on. Despite such operating conditions, downtime has 
been negligible and these ‘477’ Fords have given us less 
trouble than other trucks we have operated.” 


under same operating conditions had 
a temperature range from 102° to 
181°. The temperature variation of 
only 20° with shutters means less ex- 
pansion and contraction in engine 
block and cylinder heads. Higher 
temperatures with radiator shutters 
permit leaner fuel-air mixtures with 
less possibility of raw gas washing 
down cylinder walls. Warm oil circu- 
lates more freely, reducing internal 
friction. All these factors contribute 
to longer engine life. 


Certified Dependability withlonger- 
lived electrical system! Ford’s ’60 
improved wiring harness and the 
1959 wiring harness were subjected 


to shaker table tests plus constant — 
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exposure to oil and water vapors 
and temperatures of 200°. Certified 
results prove that the greater resist- 
ance to deterioration by heat, oil, 
water and abrasion obtained with 
the 1960 wiring harness more than 
doubles wiring harness life. 


Certified Reliability with Ford's 
submerged-type electric fuel pump! 
Dynamometer tests of engines with 
submerged-type electric fuel pump 
and conventional mechanical type 
showed that vapor lock was non- 


existent with Ford’s electric pumps 
at temperatures up to 200°, whereas 
incipient vapor lock with mechanical 
pump resulted in a power loss of 9% 
at an underhood temperature of 200°. 


Test results like these plus the 
experience of satisfied users are im- 
portant but that is not all. For 1960, 
the Super Duty line has been broad- 
ened to provide even more flexi- 
bility in power train options. Get 
the facts from your Ford Dealer! 


FORD TRUCKS COST LESS 


LESS TO OWN ...LESS TO RUN... BUILT TO LAST LONGER, TOG; 
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More light power with lower costs 


NEON FPROoYMPv CTs 
INCORPORATE! ID 


Z.izmma i, Ohio U.S.A... 


Originators of 
PLASTILUX® Signs 


We operate ___ filling stations. Please have 
a Signvertising Engineer call. 


NAME. emnengnipnatiane 
a ee 
COMPANY soegocteinisicetgibindan 


EE Se ee er ee ae 


ee 
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For years NPI has served the varied 
needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
with years of trouble-free use built into 
them has been met. In addition, the ca- 
pacity to deliver on schedule, without 
fail, has established NPI as the most 
reliable supplier of illuminated filling 
station signs. 


The services of a Signvertising® Engi- 
neer to help you modernize your entire 
sign program are available with no obli- 
gation. Just use the coupon at the left. 


WRITE TODAY — Use this coupon to'get 
the services of a Signvertising” Engineer. 
i Kommolol ike koh tava) 





EASY NEW WAY TO STOCK, STACK AND SELL 
THE 32 MOST POPULAR AUTO BULB TYPES! 


WESTINGHOUSE 











Here’s the kind of package service station 
men have been asking for to make stocking 
and selling auto bulbs as easy as selling gasoline! Each 
Westinghouse SEE-THRU package holds 10 bulbs in a 
tough, transparent plastic ‘“‘bubble’’ pack for fast identifi- 
cation and maximum protection. Westinghouse SEE- 
THRU PACKS take far less shelf space—or can even be 
hung on a rack, if it’s more convenient. 








Remind your station attendants to check 
the lights on every car they service. According to the 
latest figures, 4 out of every 10 cars on the road have one or 
more bulbs that need replacement. Your stations can pick 
up extra profits easily by calling customers’ attention to 
their burned-out bulbs and replacing them from the 32 
most often used types available in SEE-THRU PACKS. 
Contact your Westinghouse representative for full details! 


a more bulbs more profitably this easy, practical way! 








4 ON SHELF . . Moided-on “‘buttons” keep 

. pack fiat in the stack, without danger 
humor Syacitns Clearly numbered tab 
identifies any bulb type at a glance. 


OR HANG ON RACK. . 


NO DANGER OF BREAKAGE. Tough, transparent 
plastic “‘bubbles" protect bulbs from break- 
age—cushioned against shock even if you 
accidentally drop the package! Bulbs stay 
clean and fresh-looking longer, too! 
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SIMPLIFY INVENTORY. Stations need never run 
short.of bulbs again! The clear plastic SEE- 
THRU PACK telis at a glance when lamps are or 
running short. Service men can check their i ignouse Lamp 
entire stock in minutes! 


. If it’s more convenient, 
hang new SEE-THRU PACKS on pegboard 
racks. Code number in upper right-hand cor- 
ner heips locate proper pack instantly. 


YOU CAN BE SURE.. IF ITS 


Westinghouse 


= 


“Bloomfie ald, N re 
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NEW 
HIGH PRESSURE—HIGH VOLUME 
JET FUELING 


with Fram-Warner Lewis ace ver*  Separator/filter 


Now In World Wide Service 











QPP RU eee 











fo? 


7 __ 





OO === 








ees eee. 
Fram-Warner Lewis announce a 
completely new line of water sep- 
arator/filters to meet high speed 
jet fueling requirements: 
*Two stage design provides posi- 
tive protection against contaminent 
carry-over into sensitive turbine 
engines. 
*New low cost and easy servicing 
features provide minimum mainte- 
nance cost. 
*Compact, lightweight design will 
fit your refueler trucks and hydrant 
servicing vehicles. 
*Capacities from 60 GPM to 1200 
GPM in carbon steel or non ferrous 
construction. 
yn *All models are designed and 
WwW SS tested to meet performance re- 
ARNER ‘ quirement of MIL-F-8508A. 

I £ TT ) S \ Let Space Saver water separator/ 

B : filters be the cost saver in your 


Hi r new fueling facilities. For further 
C 0 m PA in ¥ HY ~~ RVE : details write for bulletin 9-5M-58. 
BOX 3095 * TULSA, OKLAHOMA — SS 









































DIVISION OF *"4™ CORPORATION 
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Every one 
of your 
dealers 
should 
have a 


i ee 
CHAM PION 


een ar 








z 


LUG-SCOPE 


AND HERE’S WHY [ 
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Your profit on the “Plug-Scope” 
Here's why Champions Plug-Scope 
ever to increase your sale of 


1.IT’S A SALES OPENER 


Even the most bashful dealer doesn’t have any 
trouble getting under the hood and checking spark 
plugs — when he has a “Plug-Scope.” Motorists 
are interested in seeing this new electronic in- 
strument report the condition of their spark plugs 


CHAMPION SPARK PBLUG COMPANY e 
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— particularly when they learn it only takes a 
minute. As a result, the average station with a 
“Plug-Scope” tests more spark plugs in a day 
than it used to check in two weeks. And — as you 
know—when your dealers test plugs they sell plugs! 


1OLEB:0O 1, 





Ol o 
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itself is only the first profit... 


is the greatest opportunity 
spark plugs and related items 


2. IT’S A SALES MAKER 


The “Plug-Scope” sells spark plugs as 
they've never been sold before! Sales 
tests prove it. Even dealers who gave 
an average of only three “Plug-Scope” 
checks a day almost doubled plug sales! 
When one dealer tested 50 cars, he sold 
new spark plugs to about 30. Every one 
of your dealers who has a “Plug-Scope” 
will increase his sales of spark plugs — 
and related items, too. That’s because — 
when a “Plug-Scope” test makes motorists 
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aware of poor performance — they often 
decide to go for a complete tune-up. The 
market is huge — because half the cars 
in use need new spark plugs right now. 
The “Plug-Scope” is the best way ever 
found to go after this business. To 
increase your sales, make sure every one 
of your dealers has a Champion “Plug- 
Scope” as soon as they become available. 
And, plenty of America’s favorite spark 
plugs — 5-rib Champions! 


America’s favorite—5-rib 


PLUGS 
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in stations pumping _—— ro 
2,000 gallons ... 









































or 40,000 
| plus... 


=} 


new IMPROVED Guardian 


enriy’ TF Fluorescent island Fixtures 
... Now better than ever! 


If you’re interested in economy (that’s THRIF-T If you’re also interested in appearance (styling on 
all-around—low initial cost, low operating ex- the THRIF-T is simple, businesslike . . . and 
pense, rock-bottom maintenance) attractive) 


If you’re looking for worry-free performance day-in If you just want the most light per dollar... 
and day-out (THRIF-T’s can do... and, with 
ULTRA HIGH OUTPUT lamp brilliance) 


.. . Get all the facts about the new Guardian THRIF-T Island Fixture . . . write for Technical bulletin. 
Listed by Underwriters Laboratories, Inc., for Outdoor Operation. 


GUARDIAN ight-comeany 


S00 NORTH BLVD. OAK PARK, ILLINOIS 
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the right combination for brake service success... 


MODEL 2000 “SAFE-ARC” 
BRAKE SHOE GRINDER 


Brake business is BIG BUSINESS, 

and you'll get your share if you're equipped for maxi- 
mum profits. With AMMCO Tools and Equipment, 
you'll be ready for top profits . .. complete, top quality 
brake jobs . . . always! 

To cash in on extra brake service profits, 
depend upon the big, rugged, easy-to-use Model 
3000 Brake Drum Lathe to get you the extra business 
you may be overlooking or passing on to others. 

To guarantee the quality of your work... 

to assure safe, sure brake work every time. . . 


AMMCO TOOLS, INC. 
2157 Commonwealth Avenue, 
North Chicago, Illinois 
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MODEL 3000 
“SAFE-TURN” 
BRAKE DRUM LATHE 


shoes can be ground on the Model 2000 Brake Shoe 
Grinder when equipped with Ammco's exclusive 
No. 4140 fixed anchor shoe clamp and No. 4550 lining 
grooving attachment. 


Or, for all-around brake service availability, 


up-date your old equipment with a new Model 20 
Brake-Shop-On-Wheels . . . comes complete with 
Brake Drum Lathe, Brake Shoe Grinder, Drum Mi- 
crometer, Brake Cylinder Hone and other acces- 
sories necessary to do fast, sure, profitable brake 


jobs every time. 
BIG 
PROFITS 


WRITE FOR NEW BOOKLET 
Tells how you can easily increase 
your brake business and 

profits with AMMCO. 
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Complete package for perfect fluorescent lighting ... 


JUNO 


Twin Fixture with Single Pole 
Quality li VOU (\ at 


@ LOW COST 
@ LOW OPERATING COST 


A COMPLETE PACKAGE—SCIENTIFICALLY 
DESIGNED 


@ EASY TO INSTALL ” JUNO x 


@ CLEAR RIGID PLASTIC DOORS IN 


Ps 
ALUMINUM FRAMES LIGHT FIXTURE DATA 
LAMPS ENCLOSED FOR MAXIMUM TYPE OF LAMPS yA FOUR OR S 
EFFICIENCY . Ba 4 

CIENC , SLIMLINE, ID START H.0. OR 
BRACKETS PERMANENTLY PLACED AT FOUR PQWER GROOVE, VHO OR 
15° ANGLE SHO Japs PER SECTION. 


SQUARE TAPERED POLE FOR MAXIMUM © FIXT A i ga UNITS OF 31° 
STRENGTH « } 


4 
@/CONSTRUCTION . . . HEAVY DUTY I- 


A 
And in addition now tie in all of your outdoor light- - oa pried nah B = 


ing fixtures, area and island, into one efficient and 74 INTERIOR. BAKED WHITE ENAMEL 

harmonious well-planned scheme by using the new 4 REFLECTORS. 

JUNO assembly floodlighting with either the HI- ; 

LUME or JET-LUME island fixtures. Ask your White- © TYPE OF DOORS .. . 1/10” THICK 

way distributor for details and low Juno prices, CLEAR PLEXIGLASS WITH HINGES, 

today! POSITIVE LOCK, EXTRUDED ALUMI- 
NUM FRAMES, SEALED COMPLETELY 

WHITEWAY MANUFACTURING CO. WITH RUBBER GASKET. 


1736 Dreman Ave., Cincinnati 23, Ohio 4 © ALSO AVAILABLE WITH 1000 MILLI- 
Sal i a Ee d AMPERE LAMPS AND BALLAST 
WHICH PRODUCES 15% MORE 
LIGHT OUTPUT AT ONLY 5% AD- 
DITIONAL INITIAL COST. 


© HARMONIOUS STYLING FOR UNIFIED 
QUALITY APPEARANCE. 


© LOW PRICES . . . QUICK DELIVERY. 





BRANCH OFFICES 
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With Acme-Hamilton 0.S.&D. Hose 
you can give the pumps full throttle 


With Acme-Hamilton O.S.&D. Hose yo juck.. Wire reinf 
can apply maximum pressure for top- ll vacuum and provide 
ry oX-1-1o Mt Lal] OMe Lalo MM ool ge - Mmm (olelollale Molaro. flexibility without kinkin 
Nalrelokolisle PM AALLCTiolaleh MRAUIIME Zelall imme lire : Sr 
i st 9 9 Qual NielelisMe slelacm@eliliialiailels 
oth ia sleigel—m olg-s)101a-5- m0) om (omy ael0m ol) m Te) 
gePp . F : F s “ neoprene oil-resistant tube 
ity materials and construction permits 
severe handling of this hose under all Thick neoprene cover 
conditions, and guarantees longer light, weather, abrasi 
service life. troleum products 
CHECK THESE FEATURES: (D) Reinforcing wire gr 
‘ ples to dissipate 
(A) Carcass has multiple plies of 


neoprene-impregnated heavy cot Write Acme-Hamilton 


Hamilton 
— 


oP Lei Noma el il, icmete]-jifel 7 wale]. Maud. 14, nae), dec ma, meee 








A 'e) , j ' f A 
Acme Rubber Mfg ( e Mar nN KRUDDE Mig 


ATLANTA © CHICAGO *2@ere OT + HOCUS or. = INDIANAPOLIS * [0.8 ANG Eee 


« 


MILWAUKEE - NEW YOR Kis PEPESBURGH « SAULT TARE CITV¥Y « SAM FRANCISCO < SEA TIAN 
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Trailmobile aluminum tank design protects your revenues... 


AT THESE > 


...- AND AT ALL THESE POINTS TOO! 


You're always close to competent 
service when you specify Trailmobile. 
There are complete sales and 
service facilities in 54. key 
cities across the nation. 
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AL POINTS! 





We look at it this way: It doesn’t make 
good sense to design in aluminum—to 
give you extra payload capacity—without 
taking every precaution to keep that extra 
capacity in regular service. That’s why you'll 
find significant differences in aluminum tanks 
designed by Trailmobile. It will pay you to check these 
critical areas next time you buy. 


Available in oval or cylindrical types. 


TRAILMOBILE wc. 


CINCINNATI 9, OHIO « SPRINGFIELD, MISSOURI « LONGVIEW, TEXAS « BERKELEY 10, CALIF. 
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TEAMWORK... 
makes aluminum 
oil cans a reality 


Ql 
‘ s. 
"*G MILEAGE » protect? 


Combining their experience, knowledge rustproof containers. Lithography on alumi- 
and skill, Esso and Crown were the first to num takes on new sparkle. In aluminum 
make the aluminum oil can a practical cans or cans of any other type, you can 
reality. During the first year of production count on Crown for outstanding service and 
Crown, largest supplier of aluminum oil cans, quality. May we have the opportunity to 
has manufactured millions of these light, discuss or provide you with more details? 


for cans + crowns + closures - machinery 


hatha CROWN CORK & SEAL CO., INC., 9300 Ashton Road, Philadelphia 36, Pa. 
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SENTINEL BATTERY SEPARATORS 


Ordinary separators have 
embossed ribs. U.S. Sentinel 
Separators have extruded 
ribs, which are integral parts 
of the separator. This is a 
patented feature. 


This separator lasts as long as the battery 


The ribs in the U.S. Sentinel* Separator are extruded during 
manufacture and become an integral part of the separator. 
The ribs cannot peel off, as in other separators. This rib 
solidity gives U.S. Sentinel a superior resistance to vibra- 
tion, oxidation. The flat back slows down the sulphation that 
occurs under self discharge at high temperatures. SENTI- 
NEL SEPARATORS ARE ENGINEERED TO LAST FOR 
THE FULL LIFE OF THE BATTERY. 

Battery assembly is speeded up with U.S. Sentinel. 
Ordinary separators will curl or bow, thereby slowing up 
automatic stacking machines on the assembly line. But U.S. 


Mechanical Goods Division 


Sentinel always lies flat. The ribs of U.S. Sentinel Separators 
further prove their worth in resisting the corrosive action of 
positive plates that contain an alloy of cobalt. In rigorous 
tests, in no case did the Sentinel ribs fail through oxidation 
caused by the corrosive action of positive plates. 

The superior features of Sentinel Separators more than 
pay for their slight extra cost over separators of inferior 
quality and performance. 

Write us for “An Improved Battery Life Test” which gives 
the industry an additional insight into what happens to a 


battery in actual service. *Patented 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 
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In Canada: Dominion Rubber Company, Ltd. 
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This new loader combines long 
range with great flexibility and 
economy. Its 11 foot extension 
gives 20 foot range between 
manhole covers. During load- 
ing, assembly remains in tank 
manhole without being held 
down; when loading is com- 
pleted, pre-set spring balance 
carries assembly to any desired 
angle from 10° to vertical. Does 
not require a sliding tube. 


N 
Wheaton Type 682 
Spring Balance 
Loading Assembly 


One of these 


Wheaton 


Loaders 


Wheaton 
Type 680 
Spring Balance 
Loading 
Assembly 








An economical, fast-loading 
assembly that is outstanding 
in shockless, flexible, easy 
operation. Single spring 
balance holds the assembly 
in operating position when 
sliding tube is extended. 
When loading is completed, 
sliding tube is collapsed and 
pre-set spring carries the 
assembly to any desired 
angle from 10° to vertical. 


e 
at 
: ;, 


ah 


FOIE: 


— 
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will exactly 
fill your needs 


Wheaton Type 682-B 
Spring Balance 
Loading Assembly 


Wheaton Type 683 
Spring Balance 
Loading 
Assembl 
This new loader tops them all in y 
range. Its 17 foot extension gives 32 
foot range between manhole covers, 
and does not require a sliding tube. 
Boom holds primary arm, providing 
great strength and flexibility. Em- 
bodies the same single spring balance 
ao feature as Type 682. F This loader has the same features 
and equipment as Type 680, but 
the mounting is inverted. It is 
designed especially for mounting 
directly from overhead tanks or 
overhead piping, and is ideal for 

smaller bulk plants. 














‘ Wag uk re ey ha fis wi Sea hea ge 








Type 641 Spring Balance | assures great flexibility and balance 





Both the main counterbalance torsion spring and 
the snubber spring are made of the finest selected 
S.A.E. 1065 tempered M.B. spring material, and 
in a recent independent laboratory test this unit 
was subjected to a three week actuation test of 
approximately 18,000 - 120° movements, with no 


adjustments required for loss of spring life. This 
Wheaton feature is one of the most important 
developments in loading equipment—and one of 
the reasons why these precision loaders offer you 
so much more for your equipment dollars. Send 
for Catalog No. 65, which describes the full line. 


Available in brass, aluminum and steel, for petroleum, chemical and petrochemical speci- 
fications. 2", 242", 3" and 4" sizes; Teflon, Viton and all synthetic packings available. 


WHEATON BRASS WORKS, UNION, N. J. 
Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Emco G.M.B.H., Allendorf, Germany * Ljungmans, Malmo, Sweden * Baza S.R.L., Buenos Aires, Argentina, S.A. 


ifCoive» Wheaton 


Sigg 


= the best by every standard 


(To obtain more data on advertised products see page 172) 


NATIONAL PETROLEUM NEWS °* October, 1959 





ue 


ml 





« 


SION! 


MORE PAYLOAD FROM ROCKWELL-STANDARD 


Now — Rockwell-Standard adds the 
latest in lightweight suspension sys- 
tems to the already famous “Cradle- 
Ride” Design. Get all these big 
advantages with the newest, most 
advanced suspension unit: 


Up to 310 pounds lighter! The new 
all steel Rockwell-Standard Suspen- 
sion provides weight savings of up 
to 230 pounds over competitive tan- 
dem suspension units... saves up 
to 310 pounds with aluminum frame 
support brackets and torque rods, 


Quick, easy maintenance! Remov- 
able bolted-on torque rods plus slid- 
ing block spring attachment permit 
easy removal of either axle... com- 
pletely eliminates need for lubrica- 
tion. Nylon spring seat bushings 
require minimum maintenance, as- 
sure trouble-free operation. 


Smooth “Cradle Ride”’ Design. The 
famous Rockwell-Standard design 
that has carried and cushioned tan- 
dem loads for years. The load is more 
stable ... driving is easier and safer. 


NEW’ 


Lightweight 
Pusher Tandem! 


Combines the new lightweight sus- 
pension with a Rockwell-Standard 
drop center axle and single-driving 
axle to give a pusher tandem unit 
unmatched in weight savings and 
balanced construction. 


Hpither homily. ROCKWELL-STANDARD 
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CORPORATION 


Transmission and Axle Division, Detroit 32, Mich 
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“ .. These are some of the Schrader 


| MAKE TUBE OR TUBELESS Bes CS 
REPAIRS FAST AND ese 


THE Schrader way: 


John J. Sullivan 
Gorman’s Service 
Bronxville, N. Y. 


CHANGE TIRE—CHANGE VALVE—the new #992 
valve inserting tool does it fast and easy! 





REPLACEMENT VALVES—fit any tire to any car 
that comes in. What an inventory saver! Just two 
valves and two extensions. 


SELF-VULCANIZING PATCHES—give a real cured- 
on repair, chemically! No heat. No smoke. No 
vulcanizer. All sizes in handy #5072 Patch Kit. 


CHUCK GAUGES—Schrader #3650C Chuck Gauge 
with 3’ hose and clip-on chuck is extra safe. 
Reduces bead blow-off danger—gauge, inflate, 
deflate—from a distance! 


“It pays to do repairs right—because quality tire service leads to new tire sales. And it’s simple the ae AND CORES buy them from your supplier 
Schrader way. They supply everything we need to make repairs a profitable part of the business. For in bulk-100 to a box! Make it a tire service 


. a : ‘‘must’’—restore valve to factory-freshness with 
tube or tubeless repair—we make sure our stock of quality Schrader products is always complete.” new Schrader core—every paeae you make. And 


Why not see your supplier and do the same? seal air in with a Schrader valve cap! 


REMEMBER: The valve should be as new as the tire. Whenever you mount a new tubeless tire—always change the valve. 





A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Co., Inc. 


FIRST NAME IN TIRE VALVES 





a FOR ORIGINAL EQUIPMENT AND REPLACEMENT 


Made in America to American Standards of Quality 
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THIS IS A 
PICTURE 


OF A 
BATTERY 


ABOUT 
TO BE 


SOLD 


UPEMostp, ‘ 


Si\w 


U 


The No. 1 cause of road Breakibwe .» » battery 


3 system failure... is a rich market to cultivate 


You can sell batteries .. . every other car on the road 
is going to need one during the year. The reality of the 
situation is pointed up by the A.A.A. announcement that 

battery system failures are 
the No. 1 cause of on-the- 
road breakdown. But you 
have to merchandise bat- 
teries and it takes some 
doing. 

The Fox 200 Tester, 
illustrated, is an integral part of several battery merchan- 
dising programs. It is used every time a hood is raised. 
It completely tests 6 or 12 volt batteries by attachment to 
terminals only. It makes four checks: 1.) Charge in 
battery; 2.) Condition of battery; 3.) Car charging 
system; 4.) Car system electric shorts and leakage. 

The Fox 200 Tester will sell one new battery every 


time ten are tested. It will also show that three cf the 
ten batteries need to be charged. 

In some battery merchandising plans, a Battery Sales 
Center, offering a FREE BATTERY CHECK, is used to 
remind motorists, as well as station attendants, of the 
need for regular battery testing. The Fox Sales Center 
provides space for new battery display and storage for 
tester, charger and other battery service tools. 

Fox engineering experience and equipment covers 
every battery servicing and selling need. In addition, Fox 
can develop new equipment or modify existing designs 
to meet your particular needs. 

The increase in your battery sales depends upon 
what you do about it. Get in touch, today, with Battery 
Merchandising Department, Fox Products Company, 


4710 N. 18th St., Philadelphia 41, Pa. Phone: DAven- 


port 9-2700. 


FOX METHODS AND EQUIPMENT 


FOR SELLING AND SERVICING BATTERIES 
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Should more of 


your service stations 
FO into tune-up? 


Tune-up is not for everyone 


As much as we'd like to sell tune-up to every service 
station built or building, self-interest tells us to be safe, 
not sorry. Failures hurt us as much as they hurt you. 
And the operator who can’t make the grade suffers 
most. 

Here are some guide-posts we use in talking to ser- 
vice station men. You and your field men might find 
them helpful, too. 


Whom are we talking to—or about? 


Beginners in tune-up are the biggest concern. 
Among them, two broad types should not get involved. 
First is the one-pump-and-grocery-store operator. He 
lacks the time, talent, and facilities to conduct any part 
of a service business properly. The high-gallonage 
super-highway station raises some questions, too. Usu- 
ally, the TBA items that “keep ’em rolling” are his 
best profit builders. It takes /oca/ traffic to build a tune- 
up business. 


Don’t load 'em up 


Too much equipment, too soon, leads to confusion. 
It’s far better for a man to master the basic equipment 
first... then add more equipment and services as his 
skills and business develop. (Too little equipment is 
just as bad. It makes for second-rate work and a dwin- 
dling customer list.) Experience, judgment, and guid- 
ance pay off here. 


Make sure they’re trained . . . over and over 


This is probably the most important point. Modern cars 
and tune-up equipment are not simple. It takes a 
trained man with a lot of native savvy, practical tune-up 
equipment and merchandising aids to make service 
station tune-up pay. For this reason, the Allen program 
is built around a complete school course, a promotion 
package, and on-the-job instruction. Then, as a man 
graduates to more advanced equipment, there’s train- 
ing to match. We are also providing a completely new 
program ... regularly scheduled re-instruction nights 


( 
— (7 
WS 





in key cities as a free service to owners of Allen equip- 
ment. The goal is to keep the owners up-to-date and 
make sure the equipment is being used, profitably. 


Equipment repair facilities are essential 


The finest —* equipment, like the finest cars, 
needs occasional adjustment and re-calibration. Our 
answer to this need is the most extensive network of 
equipment service centers in the whole industry ... more 
than 100 of them from coast-to-coast. (We know 
there’s no profit to the service station operator whose 
equipment is away for weeks because of some minor 
adjustment. ) 


What does tune-up do for the over-all picture? 


Obviously, financially healthy service stations mean 
fewer mortalities and more profit for you. Since tune-up 
is the ideal service for making ‘‘off-peak” hours profit- 
able, it builds financial health rapidly. But, equally im- 
portant, tune-up increases gasoline, oil, lube, and TBA 
sales! Many companies report gallonage alone jumps 
15%. The car owner just naturally gravitates to the 
service station that can supply all his needs and keep 
his car running better. 


We've had a lot of experience initiating 
tune-up programs for individual service station 
and oil companies. Our program includes the 
widest selection of equipment and the only com- 
plete training, merchandising, and service facili- 
ties in the tune-up equipment industry. If you 
would like to look at the application of tune-up 
to your operations, we'll put our accumulated 
experience at your disposal . . . either at your 
office or here in Kalamazoo. Just drop me a 
note. There’s no obligation, of course. 


Cordially, 


CCoendol 





y General Sales Manager 





(ALLEN) 


ALLEN ELECTRIC and EQUIPMENT COMPANY 


2101 NORTH PITCHER STREET 
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KALAMAZOO, MICHIGAN 
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LARGHST 
SALES FORCE 


ANYWHERE IN U.S. 


Day-to-day availability of Scovill salesmen and 
technicians assures finest service and advice! 
When you specify fuel oil and gas pump couplings 
by Scovill, the technical advice and services of the 
industry’s biggest sales force become immediately 
available. You get expert, personalized service when 
and where you want it. You get fast delivery, too 
... all orders are processed the day received. 


Every size is always available for immediate ship- 
ment. That’s because Scovill makes a complete 
range—from */,” to 3” in fuel oil couplings... and 
all standard sizes in gas pump couplings. For full 
details, write: Scovill Manufacturing Company, 
Hose Coupling Department, Waterbury 20, Conn. 


MAIN OFFICE: 99 Mill Street, Waterbury, Conn. CLEVELAND: 4635 W. 160th Street LOS ANGELES: 6464 E. Flotilla Street WOUSTON: 2323 University Blvd. SAN FRANCISCO: 434 Brannan Street TORONTO: 334 King Street East 
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Hose couplings 
by SCOVILL 
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NEW_THINKING 


THIS SALE 


‘208; IN 
TOTAL GALLONS © e bed 


5 


PRICE PER GALLON 


(0) (8) @) 


lsar-Cel-mehy 
VEEDER-ROOT 


Lite is made easier for the man at the pump (and his 
customer, too). . . by this improved Veeder-Root 
Computer that has more skills built into it. Look at these 
features: Faster, easier resetting with controlled reset 
cycle... Fewer parts for easier, faster maintenance 

..- More protection for totalizers .. . Larger figures 
and improved lighting for easier reading. All these 
improvements are proof of Veeder-Root’s continuous 
effort to make the ‘‘Head for Figures’’ more easy 

to use and maintain. 


Watch for more news from Veeder-Root... where the © 
objective of every working day is to help the gasoline 
pump industry render better, more dependable service:_ 
to service stations and their customers. 


VEEDER-ROOT INCORPORATED 


Hartford, Conn. « Greenville, S. C. 
Chicago * New York * Los Angeles 
San Francisco * Montreal 
Offices and Agents in Principal Cities 


A 


_, Weepver-Roor 


“THE NAME THAT COUNTS” 
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“Take-home” sales of Coca-Cola... give 
you extra profits just for the asking! 


Got a cooler for Coke? Then you have extra profits standing by, 
in the form of case-stocks of Coke! It’s also easy to have 
cartons of Coke available. Suggest ‘“‘take-home” cases or cartons 
to your customers. It’s that easy! 


For bigger profits on case and carton sales of Coke: 
1. Have your attendants suggest “take-home” cases and 
cartons of Coke to your customers. 


2. Display your cases and cartons of Coke prominently. 


TO HELP YOU SELL MORE 

TBA, YOUR COCA-COLA BOTTLER 

OFFERS THIS VERSATILE NEW RACK 

e Displays Your High-Profit TBA Items! 
Fitted with Wheels for Easy Storage! 
All-Metal, Durable, Attractive! 


Features High-Profit, High-Traffic Coca-Cola! SIGN OF GOOD TASTE 


**COCA-COLA’* ANO *'COKE’* ARE REGISTERED TRADE-MARKS, coprriant©® 1999 THE COCA-COLA COMPANY. 
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This is one of a series of ads which Gulf has addressed to those who 
write and edit the news. It is reprinted here as a service of information. 





GULF PRESS CONFERENCE 


A service of Gulf Oil Corporation in the cause 


of creating—through the facts as we see them 
—a fuller understanding of the oil industry. 








How competitive are the oil giants? 


Periodically, oil’s critics revive an old familiar story. 
Through some kind of back-room collusion, they 
suggest, the oil giants limit competition. They rig 
prices or otherwise conspire to their advantage. Some- 


Q. Let's clarify what we mean by*‘giants.” 
How big are oil companies? 

A, Look over any list of the U.S.’ big- 
gest companies. You'll find oil com- 
panies on it. This is true whether the 
measure is total assets, sales or what- 
have-you. And it’s no accident. Oil com- 
panies feed one of our biggest appetites. 
In finding oil, their risks are high. And 
every operating step—transporting, re- 
fining, marketing oil—is a giant, com- 
plex one, 

Q. Doesn’t this situation in itself serve to 
scare off competition? 

A, Not true. For every oil giant, there 
are hundreds of small to medium com- 
panies, Today's oil industry is made up 
of some 170,000 independent companies. 
And these companies are active in every 
phase of the business. 

Q. Doesn't oil face the same trend so 
many other industries do? Aren’t the big 
ones getting bigger? 

A, The facts may surprise you. Let’s 
take the country’s five top oil companies 
(of which Gulf is one). Comparing U. S. 
refinery runs, 1958 vs. 1948, we find the 
giants’ total in barrels per day is up, 
2,985,355 as against 2,431,950. They have 
grown in assets and production, Bur... 
over the same 10 years, these companies’ 
overall share of market has actually 
dropped. 

Q. How do you reach this conclusion? 
A, In this period, the industry as a whole 
boosted its runs to 7,605,700 barrels a 
day from 5,596,600. A little comparing 
shows the giants’ share is down from 
43.5% to 39.3%. Counter to the general 
trend, the small and medium companies 
are getting a growing slice of the expand- 
ing market, 
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Q. But look at our gasoline prices. What 
break does the consumer get? 

A. You judge. Subtract the taxes you pay 
on a gallon of today’s gasoline — often 
10¢ a gallon or more—and you find it is 
a bargain few other commodities can 
match, As a result of competition and 
technological efficiencies, it costs just 
about the same as it did in the early 
*20’s. And three gallons do the work 
four used to do. 


Q. What about the price-rigging charges 
that oil’s critics make? 

A, The facts categorically deny them. At 
Gulf Coast refineries, the going price for 
gasoline bought in tankers is called the 
“effective” price. By definition, this is 
a competitive price—the lowest price a 
seller quotes that other sellers will meet. 
And in 1958, this price seesawed 10 times. 
For 100 octane, it ranged from 14¢ to 
12.6¢ a gallon. That’s quite a range when 
you translate it into bulk gallonage. 


Q. Is this openly competitive price struc- 
ture reflected all along the line? 


A, It starts right with the purchase of 
crude oil. Here, prices respond to the 
refiners’ demand. Obviously, the public 
doesn’t buy crude oil. But it should be 
pointed out that, both here and at the 
refinery, the public does strongly influ- 
ence pricing. It does this through its de- 
mand for the more than 2,500 consumer 
products derived from oil. 


Q. The prices that seem to count most 
are consumer prices. What of them? 

A, Here, prices vary all over the map as 
the competitive situation varies, Let’s 
take gasoline again. Most of us live and 
drive in one area. We aren't too aware of 
price variations. But look at some typi- 


times, it is obvious these critics have disregarded the 
facts. Other times, they have misunderstood them or 
miscalculated their effect. In light of this, what exactly 
are the facts? . . 


cal dealer selling prices of Good Gulf 
per gallon, as they were without tax on 
August 1: New York, 24.5¢; Atlanta, 
22.4¢; Houston, 20.7¢; Boston, 18.4¢; and 
Chicago, 23.9¢. 

Q. What of other oil products? Is price 
competition as free-swinging? 

A. In many cases, it’s even keener. In 
gasoline’s case, it’s just about the only 
product people use to move their cars. 
But take home heating oils. Here, there’s 
an added reason to keep prices competi- 
tive. If a company doesn’t, it'll quickly 
lose out to natural gas and other forms 
of heating. 


Q. Beyond pricing, how does our ‘‘com- 
petition among giants” work out? 


A. They face a unique technical com- 
petition, for one thing. If a refiner wants 
to stay in business, he must constantly 
try to get a better product yield from 
each barrel of crude than his competitor. 
And he must match this yield to the spe- 
cific market demand for oil products. 
Beyond this, the giants square off every- 
where any company would. In short, 
everywhere they meet. And that means 
from the oil-hunting fields right to the 
service station ramp. 

Q. Oil isa world-wide business. How com- 
petitive is world competition? 


A, Here, you have to add in the com- 
petition of every other oil-consuming 
country. Many, remember, have little or 
no crude oil of their own. The fight for 
oil concession rights is intense. And no 
oil is profitable until it is sold. Finding 
markets and moving oil economically 
are fights in themselves, 


We welcome further questions and comment. 
Please address them to Gulf Oil Corp., 
Room 1300, Gulf Bldg., Pittsburgh 30, Pa. 
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Aim for At million 


2-headlamp cars! 











That’s your market . . . 41 million auto- 
mobiles with 2-headlamp systems! With 
Guide T-3 Powerbeam 50 Headlamps, 
your dealers can offer more light . . . aimed 
right to any motorist driving a 2-headlamp 
automobile. 


Guide’s new Powerbeam 50’s offer 50 
more feet of light on the right side of the 
road. Powerbeam 50 Headlamps give 
greater lower beam throw like the newest 
cars on the road. This more powerful 
beam extends nighttime vision by 25% 
. . . beamed to the point where light is 
needed most! 


Another big difference . . . Powerbeam 50 
Headlamps project a smoother beam, a 
better spread of light. There’s more 
smoothness with the improved lighting 
from the 50-watt beam. Powerbeam 50’s 
intensify the light, distribute the light 
better to give bright, over-all illumination! 


Three Precision Ground ‘‘Guide Points” 
built into every Guide T-3 Powerbeam 
50 Safety-Aim Headlamp make all the 
difference in the world. They insure quick 
accurate aiming in minutes. See that 
your AC Dealers are supplied with new 
Guide T-3 Powerbeam 50 Headlamps. 


AC SPARK PLUG $8 
The Electronics Division of General Motors 


Fifty Feet of Added Light 
on Lower Beam 


Improved Light Pattern for 
Better Light Distribution 


SELL GUIDE TO YOUR DEALERS 
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WIX provides the answers to in- 
creased sales and profits for both 
highway and neighborhood ssta- 
tions with WIX Quality and WIX- 
O-MATIC Merchandising. WIX 
Quality and Prescription Filtration 
comes first . . . lots of motorists just 
“Keep rollin’” ’til they can get 
them. And—WIX-O-MATIC is of 
prime importance because it puts 
your station in the Filter business 
properly and profitably. 

Whether it’s on the highway or in 
town—time is money and all cars 


head for the stop where there’s no 
delay! WIX-O-MATIC speeds up 
every step in an Oil Filter or Air 
Filter cartridge sale . . . Faster 
Cartridge Identification — Faster 
Cartridge Selection—Faster Loca- 
tion of Cartridge from Stock— 
Faster, trouble-free Installation— 
Faster Sales—Faster Profits! 

WIX is a big story predicated on 
superior Quality . . . Prescription 
Filtration . . . and superior Selling 
Tools . . . WIX-O-MATIC mer- 
chandising. 


Call, wire, or write today for the program WIX has for YOU. 


WIX CORPORATION 


* GASTONIA, N.C. 


In Canada: Wix Corporation Ltd., Toronto 


In New Zealand: Wix Corporation New Zealand Ltd., Auckland 
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Use Snap-Tite Valved Couplings and 
you'll always know when you’ve stopped the flow! 


Use Snap-Tite valved couplings and you'll never 
have to test lines to see if flow has stopped as you 
do with conventional valves. 


The instant you disconnect the two halves of a 
Snap-Tite coupling, flow stops . . . and you know 
at a glance the line is closed. Reconnect and right 
away full flow begins again. 

Snap-Tite couplings take up less space, prevent 
the possibility of leaking valves, save time and 


TO USE SNAP-TITE VALVED COUPLING: 


CONNECT—Full flow instantly 


DISCONNECT—Stop flow instantly ST-59-04 


money in installation and maintenance. Ask your 
local Snap-Tite representative how much you can 
save by using Snap-Tite couplings. 

SIZES: 4” to 6” in aluminum, brass, steel and 
303 and 316 stainless. Larger sizes and other metals 
on special order. 

For more information, write for Snap-Tite Cata- 
log #58. Ask for the name of your local Snap-Tite 
representative. 


*® 


UNION CITY, PA. 
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INTERNATIO 


COUPLINGS 


Engineered to give longer hose service 
and lower year-round coupling costs 


All International couplings offer built- International’s complete line makes it 
in protection, preventing “‘one-point”’ possible for you to select the design 
strain from flexing. They provide posi- best suited to your needs—reattach- 
tive grip on both inside and outside of able or permanent. Either will give 
hose . . . are easy to install. top performance and long service. 


"I vit 
pbbbbii 


dy 


Reattachable, 4” and 1” Permanent, 1” through 3” 
DUBL-GRIP RIB-LOX 


Reattachable, 1” through 4” Permanent, 3%” and 1” 


SUPER-GRIP STREAM-FLO 


Reattachable or permanent, International couplings are engineered to give you 
longer service from hose—and lower year-round coupling costs. That’s why 
they’re specified by major hose manufacturers, year after year. 


For complete information on International couplings, write, wire or phone 


INTERNATIONAL COUPLINGS, INC. CLEVELAND, OHIO 


Division of The Gabriel Company 
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“Handsome is as handsome does”...and the lasting good looks of 
LUSTERLITE Porcelain Enameled Service Stations do plenty for your 
business. 


Of course, LUSTERLITE buildings attract customers. Of course, 
they keep their sparkling beauty. But don’t overlook this: LUSTERLITE 
gives you big savings by eliminating exterior and interior painting. 
So check ‘your total annual expense for painting buildings...and 
save it all with LUSTERLITE. 


To see how you can have LUSTERLITE buildings in your own 
design and colors, write for drawings and prices. 





CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 


WS Tesi 





PORCELAIN ENAMELED SERVICE STATIONS 











AN OT HE® 


EVER- TITE 














Tight Fill System 


A NEW ADDITION TO THE EVER-TITE FAMILY 
—a complete 4" tight fill system 
for EVEN FASTER DELIVERIES 


than are possible through the use of = king Cop 


Can be 
padlocked 





smaller size equipment 


And remember — y 
EVER-TITE is still the leader in 


The 3’ EVER-TITE System for Tight Fill still leads all others 
because of ever-increasing demands by more and more companies 
who wish to take advantage of safer and faster tight fill deliveries. 


Ever-Tite 
Fill Cap 


*The Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum industry — proved by 22 years of pre-eminence. 


Ask your distributor now, or write for full information. 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 








The unique patented Ever-Tite sight gauge design is a part of all systems 
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IN WASHINGTON 


Depletion Study Delayed—The House ways and 
means committee’s hearings on percentage deple- 
tion tax provisions are postponed to Dec. 1. A 
panel of 10 industry and academic experts will 
take part (NPN—Sept. p99). The delay came 





about because the original scheduled date of the ’ 


hearings, Nov. 12, was felt to be too soon after 
adjournment of the extra-long Congressional ses 
sion this year. Hin, a 

* 
Federal ‘Gas’ Tax—- Beginning the first of this 
month, the federal tax on motor fuels is 4¢ gal. 
instead of 3¢. The increase applies to gasoline, 
diesel fuel, and special motor fuels such as LPG 
and naphtha. It will expire June 30, 1960, unless 
Congress extends it. After that date, certain high- 
_ way-user excise taxes are scheduled to be diverted 
from the Treasury’s general. fund to the highway 
trust fund. These are stopgap measures aimed at 
keeping the 41,000-mile interstate highway pro- 
gram going strong, on a pay-as-you-go basis. Nev- 
ertheless, the program will be somewhat reduced 
from levels originally contemplated. 

® 
Resid Shortage?—Pressures are building up in 
some quarters against import controls on residual 
oils. President Eisenhower says the restrictions 
will be reviewed. His action came after 12 U. S. 
Senators of six New England states asked him to 
lift resid curbs (see page 114). They contend New 
England is “faced with a critical emergency.” 
M. A. Wright, Jersey Standard director, says 
suppliers “anticipate a difficult time in supplying 
their customers this winter” because “sizeable 
shortages” are being forecast. The Imports Ad- 
ministration is satisfied generally with the over-all 
resid situation but might provide some temporary 
relief. 


° 

Tax Collection Change—Oil jobbers have won 
their long battle to get federal fuel taxes collected 
at the jobber level rather than at the refinery. 
Here’s what this change will save jobbers, says 
Miles M. Mills, president of the National Oil Job 
bers Council: (1) $240 a year in interest per 
1-million gat.; (2) $4,000 in operating capital 
requirement annually per 1-million gal.; (3) evap- 
oration and spillage, which on a 1% basis comes 
to $400 per year per 1-million gal., and (4) in- 
surance premiums, reduced because the value of 
the gasoline will be less federal tax. The new col- 
lection system is effective Oct. 1. 


* 

Bills Left Hanging—S-11, the anti-“good faith” 
bill, and federal fair trade, were among measures 
shelved for finishing touches next year. They're 
expected to get stronger pushes in 1960, but at 
this point neither is given better than a 50-50 


chance of passage. 
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News 


AROUND THE COUNTRY 


New Humble Officials—Here’s the lineup of 
officers of Jersey Standard’s new domestic operat- 
ing affiliate, Humble Oil & Refining (Del.): presi- 
dent, Morgan J. Davis (Texas Humble president); 
executive vice presidents, John W. Brice (Carter 
president), William Naden (Esso president), C. E. 
Reistle Jr. (Texas Humble executive vice presi- 
dent); vice presidents, H. W. Fergusun (Texas 
Humble vice president), H. W. Haight (Carter 
chairman), E. D. Reeves (Esso Standard executive 
vice president). All will also be directors. (For a 
report on what Jersey’s unification means, see 
page 107.) 





2 
Another Big Acquisition?--Standari of Cali- 
fornia may make an offer for control of Honolulu 
Oil Co, a domestic producer with properties in 
Montana, Texas, Wyoming, Calitornia anc Canada. 
The deal is said to depend, among other things, 
on whether the Texaco-Superior merger (NPN— 
July p69) goes through without a legal hitch. 

7 


Fuel Oil Association Closer—The 

over-all trade association for fuel oil should be 
functioning by the middle of next year, informed 
supporters believe. The one-roof organization 
would consolidate several separate oil-heat groups 
(such as OHI, National Fuel Oil Council and the 
API fuel oil committee). Supporters doubt that the 
new association can be in action on Jan. 1 but 
think it should be no later than the end of the 
second quarter. Details of the project will be sub- 
mitted to the API for approval in November. Still 
to be decided is whether it will be a functional 
setup (like National Fuel Oil Council) or class-of- 
trade (like OHI). 


Gulf Politics Man—A “big-league” publicist has 
been signed up by Gulf Oil Corp. to begin work 
in Washington, D.C., this month. He’s Henry La 
Cossitt, editor and one-time radio commentator. 
Cossitt will “write a bi-weekly analysis of political 
news in terms of Gulf’s interests” and direct an 
information program to Gulf employes. 
* 


Low-Cost Burner in Sight—A new low-cost oil 
burner may be ready in a year or two, says L. S. 
Marshman, Mobil’s manager of wholesale develop- 
ment. Marshman is head of a task force organizing 
a one-roof heating-oil trade association, which 
includes a research arm (NPN—June pi05). 
Progress in a four-point program to sct up an oil- 
burner research program within the American 
Petroleum Institute will be reported at next month’s 
API meeting in Chicago by Dave Locklin. 


More Ahead of the News 





Ahead of the News 





Frontier Frontier Refining, Denver, is 
buying control (for $5-million) of Western States 
Refining, Salt Lake City. This will add 165 gaso- 
line outlets to Frontier’s 600 in 14 Rocky Moun- 
tain and Midwest states. Western States has a 
7,500 b/d refinery at North Salt Lake, Utah, and 
a 2,000 b/d refinery at Farmington, N. M. It 
markets in Utah, Idaho, Nevada, Colorado, Ari- 
zona and New Mexico. 
* 


Hartol Bustles—Hartol Petroleum Corp., an oil- 
marketing brother ‘of Bay Petroleum in the family 
of Tennessee Gas Transmission Corp., is adding 
almost a million barrels of product storage at 
East Coast terminals. The new facilities will raise 
Hartol’s storage to around 4-million bbl. This ex- 
pansion is part of TGT’s drive to build a major 
integrated oil company under the Bay flag, which 
Hartol is expected to be flying in a year or two. 
Hartol’s storage additions are 500,000 bbl. at 
Baltimore, 200,000 bbl. at Greensboro, N. C., 
and 265,000 bbl. or more at Wilmington, N. C. 
All are expected to be completed by next spring. 
* 


Vehicle Registrations Climb—Motor vehicle reg- 
istrations will reac’ 70.4-million this year, 3.1% 
more than in 1958, says the Bureau of Public 
Roads. There'll be 56.9-million passenger cars, 
11.4-million trucks and buses. If this estimate 
materializes, it’ll be the first time since 1955 the 
rate of increase is higher than that of the previous 
year. 
a 
Fuel-Oill Restriction Under Attack—Strong sup- 
port is being gathered for a sustained attack 
against a federal weights and measures ruling 
considered harmful to heating-oil distributors. The 
measure would require that drivers leave an invoice 
every time a delivery of heating oil is made. While 
many distributors do that, others do invoicing and 
billing at the office. In fact, some have drivers 
report deliveries by two-way radio so the office 
can mail an invoice immediately, thus saving the 
driver a bookkeeping duty. Both API, through 
the operations and engineering committee, and 
OHI, through a special national committee, have 
organized to fight the measure, considered a 
nuisance. They hope to defeat it when the weights 
and measures conference is held in Washington, 
D.C., next year. 
& 


What's the Jobber’s Future?—The basic role 
of local jobbers and distributors isn’t jeopardized 
by future changes on the American scene, and may 


even be strengthened by them, says Willard W.. 


Wright, Sun Oil marketing vice president. “The 
impending changes and dislocations created by 
shifts in population, new highways and new forms 
of competition may make it more desirable than 
ever for large suppliers to plan their distribution 
through local businessmen,” Wright told the Maine 
Petroleum Assn. 


New Station Chain—Arvida Oil Co., recently 
formed subsidiary of Arvida Corp. of Florida, 
begins building this month the first of a chain of 
gasoline service stations. The company plans even- 
tually to -have 100 to 150 outlets throughout 
Florida. The first stations, in southeast Florida, 
will be Gulf, built to the major’s design. Later 
Arvida Oil may build some to its own specifications 
to market a private brand. 

* 
Money Talks for Oil Heat—TImperial Oil Co. 
of Canada Ltd. will offer homeowners in British 
Columbia second mortgages up to $1,200 at not 
less than 6% interest if they put in oil heat and 
sign a supply contract with the marketer. It’s 
Imperal’s way of combating natural gas. Imperial 
has used the method in Quebec for several years. 

« 
Oil in Aluminum Cans—The oil industry is ex- 
pected to boost its annual use of aluminum oil 
cans to 200-million units by the end of this year, 
says Continental Can Co. With the industry using 
about 1.5-billion units a year, that’s a respectable 
13.4%. This use, however, is mostly restricted to 
large-scale commercial tests. Continental announces 
it is continuing to offer one-quart aluminum oil 
cans for such tests at the same price as present 
steel cans (about $50 a thousand), through 1960. 
It reports 12 major refiners have taken up ‘this 
offer since it was made in May, 1958. It’s another 
indication that a switch to aluminum oil cans may 
be underway (NPN—July p70). 

4 


Combustion Test for Heating Oil—Socony engi- 
neers have developed a scaled-down version of 
a domestic oil burner that can be used to combus- 
tion-test heating oil in much the same way as 
gasoline is tested for octane numbers. Socony says 
this device, called a microburner, opens the door to 
cleaner, more efficient fuel. It also could lead to 
improved burner design, since the unit can distin- 
guish the difference between performance of fuel 
and performance of equipment. 
* 

Motor-Oil Specs—There’s a chance the American 
Petroleum Institute will drop its motor-oil service 
classifications, at least temporarily. This action 
was recommended by the lube committee. It will 
be taken up by the API general committee and 
board of directors next month. The recommenda- 
tion was triggered by Ford Motor Co.’s suggestion 
in a prospective 1960 car manual that consumers 
may use multiviscosity oils “if certified by supplier 
to satisfy ASTM-G-IV test sequences which de- 
scribe the minimum requirements for API Oil 
Classification for Service MS.” This seems to con- 
stitute a pressure on certain refiners to build oils 
to particular specifications. The oil industry gen- 
erally opposes selling motor oil on specification. 
The lube committee recommends that the API 
discontinue its service classification until the “im- 
plication of specifications is withdrawn.” 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) Sept. 1959* 
Finished and unfinished gasoline (thous. bbl.) 183,491 
Kerosine (thous. bbl.) 32,787 
Distillate fuel oil (thous. bbl.) 168,578 
Residual fuel oil (thous. bbl.) 58,778 
Crude oil—B. of M. (thous. bbl.) 249,155 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 


Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) 
Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) tf 
Crude oil imports (thous. bbl. daily) 


*Through Sept. 11. 
tAlaska included in 1959, not 1958. 
Source of Data: API Weekly Reports, except 1958, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 
Exports of crude and refined products (thous. bbl.)* 7,792 (June) 
Average station gasoline price, ex tax (¢ per gal.) 21.79 (Sept.) 
Service station sales—all commodities ($-million) 1,478 (July) 
Gasoline consumption (million gal.) t 5,286 (May) 
Service station permits (number) 764 (June) 
Passenger cars—domestic shipments (thous.) 541 (July) 
Trucks and buses—domestic shipments (thous.) 92 (July) 
Passenger car replacement tire shipments (thous.) 5,988 (July) 
Replacement battery shipments (thous.) 2,116 (June) 
Oil burner shipments (thous.) 


*Alaska included in 1959, not 1958. 
tExcludes Alaska. 
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NPN PRICE AVERAGES* 
Refinery/Terminal 
(¢ per ag 


Sept. Aug. 
1959 1959 1958 


Gasoline 

(regular) . 11.73 11.77 11.97 
Kerosine ... 10.68 10.65 11.02 
Distillate ... 8.57 8.64 9.53 
Residual .. 4.45 4.59 4.68 
4 principal 

products . 9.02 9.09 9.36 
Lube oil ... 22.02 21.92 21.53 
Crude at well 

($ per bbl.) 2.84 2.92 3.02 


*Weighted average price, principal 
markets. Crude prices middle of 
month, not monthly average. 

tThrough Sept. 18. 








Aug, 1959 Sept. 1958 
182,408 175,337 
31,177 31,259 
161,108 155,412 
56,902 67,670 
252,952 251,701 


8,095 7,763 
987 935 
83.3 83.6 


4,172 3,978 
270 285 
1,804 1,784 
885 973 


6,759 7,099¢ 
958 997 





Supply and Demand 





Octanes: A 100-Plus Race 


Across the board, octanes are 
rising, will continue to do so 


ELLING MOTOR GASOLINES of 100 octane 

numbers and over is today an accepted prac- 
tice of many oil companies. The 100-octane label 
is no longer regarded as the upper limit for anti- 
knock ratings of commercial motor fuels, as it was 
not so Many years ago. 

Premium-grade octane numbers are climbing 
steadily. Some premium grades of over 100 re- 
search octane number are being marketed. A few 
of the new-grade, super-premium fuels have 
reached octane ratings of 102. 

Regular-grade octane numbers are climbing, too. 
Few regular-grade gasolines of less than 90 re- 
search are being sold in the country, and in the 
East some regular-grade fuels rate between 94 and 
95 research octane values. 

(Octane numbers measure the antiknock quali- 
ties of gasoline. Research octane numbers as dis- 
tinguished from motor octane numbers, measure 
antiknock qualities in normal road performance.) 

This octane race is more striking when you con- 
sider that 100-octane motor fuels were introduced 
less than four years ago. 

Marketing of 100-plus-octane motor fuels, some 
as premium-grade and some as super-premium, is 
widespread in the U, S. This is shown in a nation- 
wide survey of motor gasolines sold in December, 
1958, and January and February, 1959, conducted 
by the Bureau of Mines. The bureau each year 
makes a study of the summer and winter gasolines 
oil companies sell. 

The new-grade, 100-plus-octane gasolines were 
found on sale over most of the country last winter. 
Motor fuels of 102 octane rating and over were 
being sold in the Northeast, Mid-Atlantic Coast 





Average Characteristics of Motor Gasolines 
Sold Nationwide in the Winter of 1958-59 


(From a Bureau of Mines Survey) 


New 
Regular Premium 100-- 
Property Grade Grade Grade 
Gravity, deg. API 62.4 60.3 62.2 
Sulfur, wt.% 0.059 0.040 0.024 
Gum, mg./100 ml. 1.5 1.4 1.5 
Tetraethyllead, ml./gal. 1.58 2.42 2.73 
Octane number, research 90.6 98.9 101.8 
Octane number, motor 83.6 88.9 92.6 
Reid vapor pressure 11.2 11.2 10.2 
Distillation, deg. F. 
Initial boiling point 88.0 88.0 90.0 
5% 101 100 104 
10% 114 114 118 
50% 207 212 212 
90% 337 327 308 
Final boiling point 407 402 387 











Summer or Winter, Octanes Move Higher* 


“National average Research Octone Numbers, 1954-1959, 
from the countrywide surveys of the Bureau of Mines 
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region, western New York and Pennsylvania, Ohio, 
Michigan, Texas, in part of the South and in por- 
tions of Illinois, Indiana, Oklahoma and Missouri. 
Samples of the new-grade gasoline were not re- 
ported from Minnesota and the Dakotas, most sec- 
tions of the Rocky Mountain states, California and 
the Pacific Northwest. 

The super-premium sold nationwide last winter 
had an average research octane rating of 101.8. 
The bureau’s survey staff collected 266 samples 
representing eight grades of the new fuel. 

Premium-grade motor gasolines rated over 100 
research octane were on sale last winter in some 
areas, They could be bought in some parts of New 
England, northern New York and the Mid-Atlantic 
region. They were also found in western New York 
and Pennsylvania, Ohio, West Virginia, Michigan, 
Texas, Oklahoma and in parts of the southern 
Rocxy Mountain states. And they were being sold 
in the Pacific Northwest and California where no 
companies were then marketing the new grades. 

The nationwide average last winter for premium- - 
grade was 98.9 octane number, for regular 90.5. 

Octane ratios do not vary with the seasons, as 
do some properties of motor gasolines. They climb 
steadily, winter or summer (see chart above). From 
the summer of 1954 to last winter, the average 
research octane rating of regular-grade gasoline, as 
reported by the Bureau of Mines, increased 5.1 
numbers; that of premium grade 6.0 numbers. The 
new-grade motor fuel, first tabulated by the bureau 
in the winter of 1956-57, gained 1.1 octane num- 
bers in the past two years. 

The octane race is and fuels of still 
higher octane values will be marketed this on 
winter. 
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| Stan your customer touches, uses. If it’s a 
Tri-Sure drum closure it cain go a long way toward 
i the kind of first i impression that lasts, Because 


rengaging flange, plug and seal, give positive 

in against leakage, seepage, pressure, con- 
',-. even pilferage! Further, Tri-Sure clos- 
other benefits: Lower shipping costs — 

“Y% tb. less weight than any other closure! 
du drainage — Flange fits flush inside the 
head. Every last ounce pours from every drum. 








100% leakproof — Plug gasket can’t work loose. It’s 
“seated” within the flange. Tamperproof—Cap seal 
stops pilferage, substitution . . . 
Tri-Sure closures are available in a 
wide range of materials to fit your 
special needs. No wonder, Tri-Sure 
closures are thought of first... .spect- 
fred most often...all over the world! 


TrisSure 


AMERICAN FLANGE & MANUFACTURING CO. INC. 


30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. * CHICAGO, ILL. + UNDE, NJ. + MILES, OFIQ 
CAMADA + AUSTRALIA «+ MEXICO + GRAZE. 


























It really rolls in 


for Sinclair Distributors! 


As soon as you acquire the Sinclair franchise, the 
entire Sinclair Organization is primed to help you 
get rolling — and keep rolling. 


You get the kind of financial help and administra- 
tive aid you need. You get assistance in bulk plant 
operation and service station development, too! 


To build extra fuel oil, industrial and farm gal- 
lonage, Sinclair puts a complete sales training 
package at your disposal. 


You'll be tough on competition, too. The Sinclair 
brand is pre-sold by one of the most aggressive 
advertising and promotion campaigns in the oil 
business, 


104 (To obtain more data on advertised products see page 172) 


Right now, in Sinclair’s 36-state marketing terri- 
tory, there are ripe opportunities for alert, profit- 
minded businessmen. Why don’t you find out how 
you can share in Sinclair’s billion-dollar business? 


For the complete picture, write 


SINCLAIR 


Refining Company 
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600 Fifth Avenue, New York 20, N. Y. 
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Payout at Titusville 


ITUSVILLE has provided the oil industry 

with a unique opportunity for reaching the 
public, an opportunity that may contain many 
hidden benefits for the industry. The marketing 
segment, as well as all others, stands to gain 
from it. 


In fact, this could be the second big strike 
at Titusville, coming a century after the first. 


Titusville, Pa., was the scene of the principal 
celebrations of the oil industry’s hundredth an- 
niversary, commemorated in August. During the 
festivities, hundreds of visitors went through the 
museum in Drake Memorial Park where many 
fascinating historical objects are housed. 


The museum at Titusville is a genuine tourist 
attraction. Moreover, it represents a means of 
acquainting the public with the industry, of tell- 
ing people about the industry in a subtle but 
objective way, devoid of the stigma of uncon- 
cealed propaganda. 


However, the Titusville museum is a rather 
small-scale museum, like scores of others in the 
U.S. So it lacks the appeal and impact of a 
major attraction. As it is now, tourists who are 
in that sector of western Pennsylvania, driving 
through the Alleghenies, might be drawn to it; 
but it’s unlikely that the average tourist would 
go very far out of his way for it. It’s the same 
difference that exists between the famous mari- 
time museum at Mystic, Conn., which attracts 
families from all over, and the whaling museum 
at Sag Harbor, N.Y., which mainly draws tour- 
ists who happen to be in the vicinity. 


Because so many facets of the oil industry 
fire the imagination, the potential for developing 
a major attraction is unlimited. 


The prospects for developing an attraction, 
though, will be determined by industry interest 
and support. So far, industry interest is very 
meager, judging by its participation in the in- 
dustry centennial. At one point, not many 
months ago, there was serious doubt whether a 
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program, focused on the date oil was first dis- 
covered, would be realized. Had it not been for 
Harry Logan, president of United Refining Co. 
of Warren, Pa., who buttonholed some other 
western Pennsylvania oilmen and _ contacted 
other companies, there probably wouldn’t have 
been the well-planned celebration that finally 
took place. Even so, many large and small 
companies were conspicuously absent. 

There are objections, of course. Some may 
argue against the location, since Titusville is not 
easy to reach. It is not a heavily populated re- 
gion. Generally speaking, its importance as an 
oil area has declined, for certainly it doesn’t 
compare with the great oil center such as Texas, 
Oklahoma and California. Only a handful of 
companies have commercial interests in that part 
of Pennsylvania now. 

Nevertheless, Titusville has arguments in its 
favor. Western Pennsylvania was the locale for 
the industry’s beginnings, so there is the histori- 
cal impact. Moreover, there is a first-rate mu- 
seum that could be the nucleus for a develop- 
ment program that could include a reconstructed 
boom town, a display of equipment for children 
to tinker with, a simulated gusher, plus accom- 
modations and amusements with strong family 
appeal. 

A practical oilman might question the payout. 
Whether there would be a dollar return on the 
investment is open to further examination. Cer- 
tainly there would be a payout in intangibles 
if many thousands of people were attracted to 
Titusville, learned more about the industry and 
departed with a friendly and understanding at- 
titude toward the industry. As to tangibles, an 
increase in tourist traffic would increase gasoline 
consumption. 

This may be too large for fast action. But the 
potential is so inviting that industry leaders 
would do well to give this serious consideration, 
with an open mind, while Titusville and the 
centennial are still fresh in memory. 
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| Additive 


A phosphorus-type combustion aid for the 
control of Rumble—Spark Plug Fouling—._ 
Surface Ignition 


Here’s a new Amoco phosphorus-type additive 
that can permit you to offer a gasoline which 
controls combustion problems. 


Amoco 541 Additive functions as a combustion 
deposit modifier. It raises the electrical resistance 


of spark plug deposits and raises the temperature 
that must be reached before deposits begin to 
glow. Bench tests, field trials, parking lot surveys 
and random passenger car studies confirm the 
effectiveness of AMoco 541 Additive. More than 
two years use of the product by gasoline market- 
ers further testify to the Additive’s effectiveness. 


Amoco 541 Additive has no adverse effects on 
gasoline storage stability, gum, odor or color. 


Literature and technical assistance from experi- 
enced additive specialists are available. Your in- 
quiry will receive immediate attention. 


AMOCO CHEMICALS CORPORATION 


910 South Michigan Avenue, Chicago 80, Illinois 
CHEMICALS 4 9 
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Jersey's New Humble: The Key Figures 


HUMBLE (DEL.) Esso 





Humble 





States covered 


(marketing) 38 (inc. D.C.) 


43,340 
Stations 24,436 20,000 
Total outlets 29,796 25,000 
Bulk plants 672 284 
Terminals* 84 77 
15,706,000 14,000,000 


19 (ine. D.C.) 


Employes 21,500 


Annual volume 


(000 gal.) 
Refineries 7 


Refinery crude 
runs (b/d) 


Crude production 
(b/d) 
Marine tankers 


749,000 
375,725 


496,106 


26 active 
8 inactive 


26 active 
8 inactive 





3 
17,600 
3,104 
3,104 
198 
7 
1,066,000 


227,937 
301,400 








Jersey Unification: Here's What It Means 


IN AN UNEXPECTED MOVE, Standard Oil Co. 
(N.J.) announced last month that it would consoli- 
date its domestic affiliates into one big company. 

Jersey won't talk details because the plan still 
has to get stockholder approval at a meeting late 
this year. But the broad outlines are these: 

e A new Humble Oil & Refining Co. will be 
organized as a Delaware corporation. 

e@ Humble of Texas will exchange properties 
and operations for 100% of the Delaware corpora- 
tion’s stock. 


e Humble of Texas will then be merged into 
Jersey Standard, giving Jersey the 100% owner- 
ship of Humble of Delaware. 

e Carter Oil, Esso Standard Oil, Oklahoma 
Oil and Pate Oil will be merged into Humble 
of Delaware, which will be the surviving company. 
As such it will be an integrated company with op- 
erations in 43 states and marketing outlets in 37. 

e A single brand name will be chosen for the 
new company’s coast-to-coast marketing operations. 

What It Means—Jersey is creating a national 
organization in line with a trend that’s well under 
way now. Texaco, still the only 48-state marketer, 
has become about as strong as any competitor and 
boasts a redoubtable earnings statement. Like Tex- 
aco, Shell Oil long ago established one headquar- 
ters for a national organization. Other big com- 
panies are finding themselves compelled to adopt 
the same kind of organizational efficiency. 
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Mobil Oil has done it by absorbing General 
Petroleum and Magnolia (NPN—Sept., p99). Sin- 
clair has streamlined. Gulf has reorganized. Stand- 
ard of California is regional, but has built its Chev- 
ron into a national trademark. Cities Service has 
reshuffled, but still has two organizations that could 
be welded more tightly. 

Indiana Standard’s subsidiary, American Oil, 
is available to Indiana for a national movement. 
Phillips Petroleum has been spreading out for for 
years. So have Pure, Bay Petroleum, Continental 
Oil. 


What Are the Implications? 

Repercussions of the Jersey move will be widely 
felt in the industry as well as within the Jersey 
family. 

Industry Impact—Operations under a_ single 
brand can be expected to sharpen the already fine 
competitive edge of Jersey marketing. 

Apparently the new name hasn’t been selected 
yet. There’s no tougher name to compete against 
than Standard, of course, but Jersey can’t use it in 
states where competing Standards have exclusive 
rights to the name. The same probably goes for 
“Esso.” Presumably the company will retain its 
red-white-and-blue oval, whatever name it chooses. 

It’s speculated that the Carter and Pate names 
will disappear. Oklahoma has strong appeal in 
some areas, plus the benefit of extensive buildup. 

(Continued on next page) 





General 


Jersey's New Humble: The Key Men 


Davis Naden 
Humble Esso 


(Begins on page 107) 


However, it could be considered a regional brand. 
Humble is strong in the Southwest, but many mar- 
keters in other areas consider it regional and un- 
attractive as a brand name. Chances are Jersey will 
come up with an entirely new name. 

Jersey had a fling as a private brander when it 
took over its Oklahoma and Gaseteria (now part 
of Oklahoma) holdings in the Midwest. Now these 
chains usually price at major levels, so the industry 
considers them as major. 


Once a new brand is found, total market area 
will probably be expanded rapidly to cover at least 
48 states. Humble has already launched a drive 
toward California (NPN—Sept., p152). Oklahoma, 
Kansas and Missouri could be penetrated from any 
of four directions, through as many companies. 
Minnesota and Nevada would extend Carter’s ex- 
isting territory. Ohio would extend Oklahoma’s. 

Ultimate use of “Esso” throughout the new com- 
pany’s marketing area is not ruled out by some in- 
dustry observers. While it seems unlikely in the near 
future, these observers feel that time may resolve 
some of the objections, as brand names and sym- 
bols like Amoco, Boron and Chevron gain greater 
coast-to-coast recognition. 

Mississippi, Alabama, Georgia and Florida rep- 
resent more of a problem. Standard of Kentucky, 
the market leader there, buys a reported 80% of 
its volume from Esso Standard. Jersey could 
hardly risk losing that much gallonage (almost 800- 
million in gasoline alone). A natural solution would 
be to buy the company, getting both the gallonage 
and the representation. But the Justice Department 
might do a double-take on that, since Kentucky was 
detached from the Standard Trust along with all the 
other Standards back in 1911. 

Inside Jersey—Even when the merger is ap- 
proved, it will take time to consolidate the far- 
flung Jersey organizations and their 43,340 em- 
ployes. When job duplication is reduced and five 
home offices cut to one (in Houston, where Humble 
is about to construct a 44-story headquarters build- 
ing), there probably will be a smaller payroll. It’s 
impossible to tell how much smaller, since more 
field jobs will be created. It’s roughly estimated 
that a reduction of 100-employes represents a 


Goodykoontz Venn Bryan 


McCoy 
Oklahoma 


Esso Humble Carter 
savings of about $1-million, figuring salaries, ben- 
efits, and such. 

Since no precise information is being added to 
Jersey’s first announcement, speculation among em- 
ployes and in the industry is wheeling freely. 
There’s also some intra-family, inter-company feel- 
ing over the emergence of Humble as the official 
name of the operating company, eliminating Esso 
Standard and the others. Humble feels it deserves 
the title because it has an old, established name 
and is Jersey’s largest U.S. integrated company. 

Humble has always been highly independent, 
even as a member of the Jersey family. Throughout 
the industry it was long said that no one told Hum- 
ble what to do—because Humble would tell them 
where to go, if they did. 


Humble has produced many top executives for 
the Jersey family, as well as a lot of crude oil 
(Humble and Texaco are the nation’s biggest crude 
producers). Jersey board chairman Eugene Holman 
is one of Humble’s contributions to top manage- 
ment. 


Speculation is that the big job of president of 
Humble (Del.) will go to Morgan Davis, now 
president of Humble (Tex.). Because Esso has been 
stronger in marketing than the other affiliates, 
there’s a lot of guessing as to what assignments 
Esso officials will get. One version is that president 
William Naden would become an executive or sen- 
ior vice president, along with John W. Brice, now 
president of Carter. 


Other off-the-cuff speculation is that regional 
marketing areas will be preserved (but augmented). 
Robert O. Goodykoontz, recently elevated to Esso 
vice president, would run the Esso area from New 
York; W. W. Bryan, Carter VP, would run mar- 
keting in Carter’s bailiwick; Ralph McCoy, head 
of Pate and Oklahoma, would run Midwest mar- 
keting, and Russell Venn, Humble’s new sales 
head, would continue in the southwest. 


Esso’s B. L. Ray has not only been a marketing 
head, but has had broad-gauge standing as a direc- 
tor. He might become marketing coordinator for all 
Humble (Del.) marketing territories. 

Financial details of the merger are being worked 
out. Plans call for stockholders of Humble (now 
owned 98.27% by Jersey) to receive five shares of 
Jersey stock for four of Humble. 
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FUNCTIONS 


HOW PAID 





RECOMMENDED 
TERMINOLOGY 





TRANSPORTS 
ASSEMBLIES 
FINANCES 
MARKET 
MANAGES 


—aimecenitiioll 


PRINCIPALLY 


RETAIL 


MB 4s 


RETAIL and/or 
WHOLESALE 
PRIVATE BRAND 
NO BRAND NAME 
COMMISSION 


USES 
USES OWN 


SUPPLIER'S 
SALARY 


CURRENT TERMINOLOGY 





Branded Distributor 


Jobber; distrib.; whisi., branded, 
exclusive, or heating-oil distrib.; 
bulk plant or branded reseller 





Branded Tank-Truck 
Distributor 


Tank truck or whis!. dealer; ped- 
dier 





Bulk Consignee 


Cc t dis- 
trib.; . bulk 
or whisl. commission agent; bulk 





or 





plant contractor or operator; con- 
signee; commission whisl. mktr. 
or reseller; whisl. consignee 





Private-Brand 
Distributor 


Jobber; unbranded jobber; inde- 
pendent mktr.; distrib.; heating 
oil distrib. 





Private-Brand Tank- 
Truck Distributor 


Peddler; tank truck dealer; truck 
jobber 





Refiner Distributor 





Refiner-marketer 





Salaried Bulk Agent 


Salaried bulk plant operator, 
agent or branch manager 





GASOLINE & HEATING OIL 


Tank-Truck Consignee 





Tank truck distrib. or commission 
agent; commission driver, tank 
wagon salesman or peddier; cart- 
age agent 








Unbranded Distributor 


Unbranded or cargo distrib.; ter- 
minal operator; private brand 
jobber 





Unbranded Tank-Truck 
Distributor 


Peddler 





Salaried Service- 
Station Operator 





Salaried operator 








Service-Station 
Consignee 


Service station agent; consignee 
dealer; commission manager 





GASOLINE 


Service-Station 
Dealer 





Dealer; regular or independent 
dealer; lessee 





Tank-Truck 
Dealer, Branded 


Tank truck dealer; peddier 





Tank-Truck Dealer 
Private Brand 


Tank truck dealer; truck jobber; 
peddiler 





Tank-Truck Dealer 
Unbranded 


HEATING OIL 

















Peddler 
* 


























%&May or may not use his own brand name 


Source: American Petroleum Institute, Marketing Division 


One Set of Terms for Marketers? 


YOU CAN'T TELL the marketers without a pro- 
gram these days—so American Petroleum Institute 
has come up with a new version of its Standard 
Terminology for Gasoline and Heating Oil Mar- 
keters. The API terms aren’t simply a nice gesture 
toward simplifying today’s overlapping marketing 
lingo. They’re designed to ease the job of col- 
lecting, reporting and comparing statistics and 
operating information. 

API’s booklet has been expanded to include 
heating oil terms as well as those used for gasoline. 
Other recommended terms not shown in the chart 
above, are (1) company-operated service station 
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(also called company-owned, company-leased and 
operated, salary, Class I, employe-operated); (2) 
consignee service station (also called “C” or com- 
mission station); and (3) dealer service station 
(also known as “L”, lessee or dealer station). 

One confusing phrase that isn’t covered by the 
API booklet is “third grade.” Originally denoting 
a below-regular gasoline, it took on an opposite 
meaning with the introduction of super-premium 
gasolines three years ago. Now, with some majors 
reviving their below-regular “fighting grades” in 
certain areas, the phrase is again being used in 
its original context. Any suggestions? 





General 





In El Paso Natural promotion, Hollywood vocal trickster 
Mel Blanc introduces new nine-grade Wayne pump 


More ‘Gas’ Blending 


BY NEXT SUMMER EI Paso Natural Gas Prod- 
ucts Co. will have converted all its retail outlets to 
multigrade gasoline pumps. El Paso will market 
six grades, as does Sun Oil, which introduced the 
blending pump (NPN—Appr. ’56, p106). 

The company will continue to market under two 
brand names—“El Paso” and “Dixie.” Six grades, 
ranging from 90 to 101.5 octane numbers, will be 
dispensed under the El Paso “Red Flame” name; 
an “economy” brand called “Dixie,” running about 
88.5 octane, will be dispensed through separate 
pumps. 

The new pumps, manufactured by Wayne, are 
equipped to handle nine grades, but El Paso is 
using only six for the time being. 

El Paso’s gasolines will be numbered from 390 
(regular) to 480 (super-premium). 


» Use of Moly-Lith grease at a Frontier station in 
Greeley, Colo., increased sales of lube, gasoline, 
oil and TBA, reports Climax Molybdenum Co. 

Frontier Refining Co. is running a test campaign 
in Greeley to measure the effectiveness of the new 
lubricant as an over-all merchandising aid. 

The first service station there to compile figures 
(Bob’s Frontier Service) reports it sold 98 lube jobs 
in 28 days, an increase of 553% over the previous 
monthly average of 15. The station also reports 
that gasoline sales rose 10% despite abnormally 
bad weather. 


Fill-In for Dealers 
API is out to give would-be 
dealers facts, not fiction 


IF PROSPECTIVE service-station dealers would 
get some really straight counseling before they 
entered the business, a lot fewer of them would 
fail. Too many are led in with blinders. 

That’s a conclusion of a small-business study 
just published by W. E. Upjohn Institute for Em- 
ployment Research, Kalamazoo, Mich. Prepared 
by Henry C. Thole, it’s called “Service Station” 
and is based on service-station starts and failures 
in Kalamazoo, 1957-58. 

Upjohn says a few dealers reported suppliers 
“misrepresented facts about their business before 
it was purchased.” For one thing, the study sug- 
gests, “prospective dealers without any funds 
should be discouraged unless longer-term repay- 
ment arrangements are provided.” 

Filling the Vacuum—The API marketing divi- 
sion’s personnel development committee is under- 
taking to put out a realistic manual for would-be 
dealers. The object is to assist them in deciding 
whether or not to go into the station business. 


The project grew out of talks between L. T. 
White, Cities Service vice president of business 
research and education, who saw an early draft of 
the Upjohn report, and C. W. Bohmer Jr. (Esso), 
chairman of the API personnel development com- 
mittee. The Small Business Administration has 
agreed tentatively to adopt the manual. 

The committee hopes to have a final draft ready 
for the API meeting in November. The manuscript 
would then be turned over to the government 
printing office, with distribution beginning about 
six weeks later. 

To qualify for SBA handling, the manual must 
meet standards of objectivity. The available litera- 
ture on this subject is often highly promotional, a 
kind of hard-sell recruitment. 

What Upjohn Sees—The Upjohn study concludes 
that the prospective dealer needs advice before 
making decisions on location and on investment 
in buildings, equipment, and inventories. 

“Suppliers were the only ones in a position to 
give advice at this critical time,” the report says. 
“Prospective owners did not contact anyone else 
for help.” 

Other conclusions: 

e Although major oil companies provide a great 
deal of assistance and numerous services to their 
dealers, a greater contribution could be made. 

e Supplier representatives should be trained to 
help purchasers avoid the many mistakes they 
make in buying the new business. 

@ Gasoline retail trade associations might try 
not only to secure needed legislation for their mem- 
bers but also to provide them management counsel- 
ing at cost. 
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MOBILE GASOLINE CART of Esso Denmark, manned by two uniformed attendants, services ferry traffic (left). Developed by Esso, 
the battery-powered Stacatruck Electricar unit has regular Gilbarco pumps, tanks for two fuels (105- and 79-gal.); handles canned 
oil, water and air. Units are based at nearby station (right). Some 3,000 cars use ferry on a busy day, buying up to 3,500 gal. 
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WATER-FREE FUEL for jet planes is assured by a final safety-check with 
Hydrokit, just developed by Esso Research and Engineering. Color change 
of a chemical powder detects as little as 30 parts per million of free water. 
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AlR-CAR by Curtiss-Wright goes into production in November. The 300-hp 
vehicle travels up to 30 mph on a 6-12-in. cushion of air, over land, water, NEW SUPERTANKER is the second largest American- 
swamps or mud. Conventional engine drives fans, uses automotive or avia- flag vessel (65,926-ton), exceeded only by passenger 
tion gasoline. ship “United States.” Capacity is 20-million gal. 
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General 


New Jet-Fuel Advance 


Texaco sees new era for 
oil-powered jet aircraft 


AN IMPROVED jet fuel has been developed 
that’s said to do for jet engines what high-octane 
gasoline did for automotive engines. The fuel was 
developed by Texaco Inc. 

The new product’s quality is low “luminosity,” 
a term used to describe the brightness with which 
a fuel’s flame burns. A brightly glowing flame can 
seriously increase temperatures inside a jet com- 
bustor without adding to engine power. 

Texaco’s product is said to have a lower lumi- 
nosity, with a rating twice or more as good as 
that of most jet fuels (135 L.N. vs. 45 to 60). 

Says L. C. Kemp Jr., research vice president, 
“We foresee this new fuel as making possible the 
same sort of revolution in jet engine performance 
and mechanical development that took place in 
automobiles through the introduction of high- 
octane gasoline.” 

Texaco says the fuel promises to increase lift- 
ing power, extend nonstop range and engine life, 
and virtually eliminate exhaust smoke on take-off. 


Marketer's Bookshelf . . . 


ACCOUNTING PRACTICES IN THE PETRU- 
LEUM INDUSTRY. By Robert H. Irving, Jr., 
CPA, and Verden R. Draper, CPA: partners, Price 
Waterhouse & Co. 247 pp. The Ronald Press., New 
York. $6. 





EXPLAINS and illustrates the accounting methods 
found in all phases of the oil industry, including 
marketing. 

A 10-page section on marketing describes briefly 
the types of organizations in the field: transporting, 
operating, buying and selling. 

The section covers only major oil company account- 
ing, expressly excluding practices of independent 
jobbers, distributors and dealers. 

The arguments for decentralized vs. centralized 
accounting are listed. Credit card accounting is all 
centralized, the authors point out, with explanations 
why. 

Also described is the proper handling of small 
depository accounts for receipts of service stations 
and bulk stations. 

A valuable addition to the book is a glossary of 
terms and procedures of the oil industry. 


6 
THE EMBATTLED EXECUTIVE. American 
Management Assn., 1515 Broadway, New York 36, 
N.Y. 96 pp. $1.75 ($1.25 for members). 


WANT TO KNOW 10 good ways to petrify progress? 
How to wreck a conference? Ever wonder where the 
day goes. This book supplies a cartoonist’s answers. 

Ninety-six pagessof cartoons detail the problems and 
errors of today’s exec. Text is by Lydia Strong, car- 
toons by Al Hormel. 


a In case you missed it... 


Standard Oil Co. (Ind.) is acquiring outstanding 
stock of True’s Oil Co., Spokane, Wash. True’s 
has about 125 stations and 22 bulk plants handling 
its “Rainbow” products in eastern Washington, 
northeastern Oregon and the Idaho panhandle. It’s 
been marketing in the Pacific Nprthwest for 60 


- years. 


Marketers must cut distribution costs still more 
to stay in balance with output per man-hours at 
refineries, says Sun Oil marketing vice president 
Willard W. Wright. Since the Twenties, he says, 
the production work force has declined while the 
distribution forces increased sharply. 


All 33 city-owned vehicles in Dyersburg, Tenn., 
have been converted to LP-gas. Cost: $10,500. 
Phillips Petroleum, which was in on the project, 
says the city now saves up to 5¢ gal. on motor fuel 
and has lower maintenance costs. 


Fair trade prices in North Carolina have been 
dropped a penny to 19.9¢ for regular and 23.9¢ 
for premium (ex 10¢ state and federal taxes). 


More than 1,000 of approximately 2,700 station 
operators in Chicago have signed a Teamster con- 
tract calling for a work-week cut from 48 to 40 
hours by May 1, 1961, with no pay cut. Union boss 
Louis Peick says the operators represent about 
6,000 stations in the Chicago area. 


Ed Schuster & Co., the Milwaukee department 
store chain that pioneered trading stamps 68 years 
ago, says “the stamp era is ended at Schuster’s.” 


mA federal grand jury in Boston has indicted 10 
asphalt marketers for alleged conspiracy to fix 
asphalt prices to state and contractor buyers. Seven 
more companies and a trade association were in- 
dicted for allegedly fixing prices for road tar and 
bituminous concrete. 


Sun Oil charged two Connecticut dealers with 
violating fair trade prices in the state, dropped 
the charges when the dealers moved prices up. 


Dallas will become “a major accounting center” 
of Mobil Oil, with a new 705 IBM computer as 
“pivot for the future accounting operation.” 


Canadian Oil Cos. will build a $4-million re- 
finery in Alberta, to go on stream late in 1960. 


&Ultramar, London, will buy Panama Refining 
and Petrochemical. Panama Refining owns Golden 
Eagle Refining, Los Angeles. 


LPG sales increased 8% in 1958, reports Bureau 
of Mines. U.S. sales totaled over 7.6-billion gal. 


Ohio Oil Co. has purchased 13 stations from 
Tower Oil Co., Cincinnati. Eleven of the stations 
are in Cincinnati. All will market Ohio products. 
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> FP-45 FRAME LIFT 


New swinging arm lift with QL plus features 


PLUS FEATURE No. 1 PLUS FEATURE No. 2 
Three-step cast aluminum Swing-easy arm bearings 
pick-up pads with for fingertip 
sure-grip contacts. positioning. 


Pivoting arms 
move in a wide arc 
to provide reach of 

88” and spread of 92”. 


ALUMINUM PICK-UP PADS ADJUST EASILY TO THREE HEIGHTS 


4x" above floor 6%” above floor 10%” above floor 


PLUS FEATURE No. 3 PLUS FEATURE No. 4 


Dependable Rotary Strong, all-welded 
jack systems . . . Airdraulic yoke construction for 
or Full Hydraulic. maximum safety. 


MH the finest swinging-arm lift yet designed. It offers 
complete flexibility to lift any make car with any type 
of frame construction . . . safely, quickly. Lateral, vertical 
and longitudinal pick-up adjustments are easily made because 
the swinging arms turn smoothly on lifetime bearings and 
the lightweight, strong cast aluminum pads slide on the arms 
and adjust to three heights. 

Flexibility of this pick-up system provides easy accessibility 
to undercar parts and safer, faster, more profitable service 
and repair work. Other features include two-position wheel 
spotting dish and handle for setting arm angle and pick-up 
pad position and height. 

Get the complete facts on this new service station lift today. 
Write for Catalog 138. 


Ge FP-45 FRAME LIFT 


ROTARY LIFT COMPANY, Division of Dover Corporation 
MEMPHIS I, TENN.-——CHATHAM, ONTARIO 


First name in oil-hydraulic auto lifts—passenger and freight 
elevators—industrial lifting devices 
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Brief But Significant 


Imports program finally 

challenged ... Net profits 
up 25%... Skelly merger 
off... More women drivers 


Thurman Pava, independent jobber 
with four stations in western Massa- 
chusetts and Connecticut, has filed suit 
against the federal mandatory imports 
program as unconstitutional. Pava 
can’t get five drums of Canadian naph- 
tha past the Boston Customs Collector 
since he lacks an imports allocation. 
This, he says, puts him at a competi- 
tive disadvantage. 

SIGNIFICANCE: David finished Goliath, 

but Pava’s chances of upsetting the 

imports program look dim. 


> First-half net income of 42 big oil 

companies totaled $1,346,920,000 — 

up 25% from the first half a year ago. 
SIGNIFICANCE: Gains are attributed to 
sharply raised crude production, record 
refined products sales, and slightly in- 
creased prices for refined products. 


»Petroleos Mexicanos is worried 
about the future of its 10-million-bbl.- 
a-year heavy oil contract with Paragon 
Oil. The contract expires this Decem- 
ber, and renewal talks are in the works. 
SIGNIFICANCE: Pemex fears it will lose 
the business to Texaco, which needs 
an outlet for increased refinery pro- 
duction in Trinidad. Paragon, acquired 
by Texaco last summer, could be it. 


>The Tidewater-Skelly merger is off, 
for now. Tidewater says it’s not advis- 
able under current conditions because 
of “continuing improvement in earn- 
ings” and value of “excellent net as- 
sets”. 
SIGNIFICANCE: It surprised the industry 
because the trend is toward con- 
solidation (see page 107 for more on 
the trend). 
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uO SMOKING 


COIN-OPERATED gasoline pumps are being tried out by Humble Oil in Houston, Tex. 
It’s a radical innovation for a major-brand outlet. The pumps are used after closing 
hours, dispensing regular and premium grades for nickels, dimes, quarters and halves 
up to $2.25. If a customer wants more gasoline, he repeats the process. Magnolia 
Petroleum is said to be planning a similar experiment at a nearby station. 


> Delhi-Taylor Oil Corp. has acquired 
Southern Oil Co., Fort Lauderdale, 
Fla., independent with 60 stations in 
southern Florida. Stations are supplied 
from Delhi terminals at Fort Lauder- 
dale, Tampa, Jacksonville, Cape Cana- 
veral. 

SIGNIFICANCE: This marks Delhi’s entry 

into retail marketing, giving it assured 

outlets for its extensive production. 


Richfield Oil Corp., Los Angeles, is 
asking reconsideration of a decision 
that labels it a public utility and puts 
its natural gas sales under California 
Public Utilities Commission regulation. 
SIGNIFICANCE: The PUC decision could 
be a wedge to general public-utility 
classification for other oil companies. 


OIL ADVERTISING: THE TOP TEN SPENDERS* 





Estimated Total Expenditures 


1958 


$23,000,000 
19,000,000 
18,186,095 
16,241,136 
Gulf 12,150,000 
Mobil 11,746,000 
Sun 9,138,000 


Company 


Standard (N.J.) 
Standard (Ind.) 
Texaco Inc. 
Shell 


1957 % of 1958 sales 


$21,000,000 0.3% 
18,000,000 1.0 
17,854,672 0.8 
14,910,600 1.0 
12,100,000 0.4 
12,600,000 0.4 

6,742,000 1.3 


| 





*Compiled by Advertising Age 


>The number of women drivers has 
increased 14.3% in the past two years, 
according to Look’s latest “National 
Automobile and Tire Survey.” Along 
with this, there’s been an increase of 
43% in multiple-car households. 


SIGNIFICANCE: Catering to the female 
customer is becoming increasingly 
important for dealers. 


Service stations outpaced tire stores 
and dealers in 1959 passenger-car re- 
placement tire sales. Stations had 
31.6% of the market compared with 
30.8% for other outlets. 


SIGNIFICANCE: The year before, service 
stations’ 26.3% was second to the tire 
stores or dealers’ 33%. 


> Massachusetts Congressmen and 
Senators have urged the President to 
lift controls on residual imports. They 
point out that the East Coast uses 
more than half the residual consumed 
in the U.S., with more than 55% of 
that amount imported. 


SIGNIFICANCE: A reduction in the sup- 
ply of fuel oil, say Bay State legislators, 
would substantially increase the cost 
of electric power in Massachusetts, and 
threaten the electric industry’s ability 
to provide reliable power to industrial 
users in a national emergency. 
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THE LIGHTER SIDE 








“,..AND DON’T FORGET THE WINDSHIELD!” 


THE BRIGHTER SIDE... 


Special service is what you give, and special service is : ASHLAND OIL & 
what you get .. . when you are supplied by Ashland Oil - REFINING COMPANY 
& Refining Company. As the nation’s largest independ-_; 

ent supplier of petroleum products, Ashland Oil under- Home Office: Ashland, Kentucky 
stands and respects your independence. Here are just a 
few of the benefits you get from a working agreement 
with us: 


ALTON, ILL., 528 Henry Street-—BUFFALO, N. Y., 8008 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 


—CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 
@ You get to do your job without interference. : CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., 


@ You get effective merchandising plans and selling tools. : —S¥2"4#r4 Bidz DETROIT, MICH., Dearborn P. 0. Box 
: 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 


@ You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street—NASHVILLE, TENN., SE. Main Street 
—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bldg. 
For complete information on how Ashland’s sales pro- 
gram for independent marketers can benefit you . . . write, 
wire or phone us today! 





The independent Supplier for Independents 





£  Propucts 
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... yet it costs you far less than expensive 
and bulky, single-purpose washing equipment! 





New... 
Inyelra Clean 


POWER WASH 


No longer do you need special training, special wiring or expensive equip- 
ment to get your share of high-profit car wash business! Amazing new 
Graco Hydra-Clean not only washes cars fast but does many other jobs as 
well. And... cost is so low that even if washing cars were all it could do, 
Hydra-Clean would still be your best car wash buy! 


Washes cars really clean in 10 min- 
utes or less. Material cost is extremely 
low. Operator's work is far easier 
than with conventional methods. 


Washes lifts, stalls and lube equip- 
ment. Makes tune-up and mainte- 
nance a faster, easier and a more 
profitable task, 


Check into this complete, low-cost Hydra-Clean package 


Cleans motors in another quick 10 
minutes. Watch the extra dollars roll 
in once you offer combination car- 
and-motor washes! 


Spic-and-span drives and pumps 
help attract customers. Hydra-Clean 
loosens and flushes all unwanted 
materials away. 


. choose either standard-duty ‘‘200”’ or heavy-duty 


“500”. 


Both include a famous Graco non-corrosive 


Grit and grime literally float qway 
from tractor bodies with Graco 
Hydra-Clean at work. Note the 
easy, one-man operation! 


Keeps station bright and clean, up- 
grades appearance. Cleans win- 
dows and woodwork, even smallest 
cracks and crevices. 


Caked wheel dirt disappears under 
high pressure Hydra-Clean spray. It's 
fine, too, for fast and easy cleaning 
of truck interiors. 


Even keeps rest rooms sanitary and 
spotless ... another Hydra-Clean 
extra! Just try to do that with a high- 
cost, stationary car wash installation! 


air-powered pump and a starter package of Graco 
“‘Dirt-Tergent” Cleaner.Write for free illustrated Hydra- 
Clean brochure or see your Automotive Wholesaler! 


Lougbmie Wil by 


SEE PHONE BOOK YELLOW PAGES "LUBRICATING EQUIPMENT” ~* 
OR PHONE YOUR NEAREST FACTORY BRANCH 
® DETROIT ® ATLANTA ® WASHINGTON, D. C. 
TRinity 3-6900 TRinity 6-6374 WOodley 6-7686 
*® HOUSTON ® SAN FRANCISCO ® CHICAGO 
CApitol 7-1771 MArket 1-5941 WAbash 2-0290 


® NEW YORK 
RAvenwood 6-7620 

® PHILADELPHIA 
CEnter 6-2722 


GRAY COMPANY, INC. 
1032 Graco Square 
Minneapolis 13, Minn. / Phone FEderal 6-9331 
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Merchandising 








OIL’S UNIVERSAL CREDIT DERBY is paced by Hilton Carte Blanche, followed by Diners Club, Bankamericard, International 
Charge. American Express is still at post. Numerals on horses signify number of oil companies honoring respective plans 


How Effective Are 
Universal Credit Cards? 


e@ Although more companies are taking them on, they haven't built much 
volume. But the situation is fluid, and it's still early to judge 


@ As part of the one-stop trend (see page 141), one-card-for-everything 
seems to have a future. Here's what's happening, what may lie ahead 


F bebo A YEAR of tub-thumping, all purpose 
credit cards have claimed a dozen oil com- 
panies and are looking hard for more. 

No one’s reporting much in the way of sales 
gains so far. Most of the holdout companies say 
they plan to continue holding out. 

But don’t make book on it. Like stamps and 
premiums, universal credit is a potent retailing 
force that could sweep the industry, want it or not. 

A year ago it was a two-horse race for business 
between Diners Club and American Express (NPN 
—Dec. ’58, p90). Now new entries are changing 
the field. Here’s how the credit derby looks going 
into the first turn (details on next page): 

Hilton Carte Blanche, a late entry, has been 
pacemaker since signing Mobil Oil and affiliates 
last January. Has since signed four more com- 
panies; has card acceptance at 59,000 service sta- 
tions in all parts of the country but the Southeast. 

Diners Club lacked early foot. Has signed three 
large independents with over 2,600 stations in the 
Rockies, Midwest and New England. 

Bank of America was away late but is closing 
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fast outside. Has signed four California independ- 
ents and is flooding the state with cards. 

American Express was left at the post. Expand- 
ing in other fields. Amex approached the biggest oil 
companies but hasn’t signed any. 


International Charge, another late starter, is 
moving up fast from the rear. Starting in the West 
last month, the card will hit the East this fall. Has 
signed two California independents, is dickering 
with four uncommitted majors. As the only national 
system without a charge to consumers, Interna- 
tional could be a dark horse to watch. 


Not in the running nationally, but also worth 
watching, are almost 100 systems like Chase Man- 
hattan Bank’s or Sheraton Hotels’. Operating on a 
local or regional basis, they sign up service sta- 
tions individually. An estimated 3,000 stations 
have joined these and/or universal plans inde- 
pendently, regardless of their suppliers’ positions. 

And in Chicago, a firm calling itself Oil Services 
Credit Corp. has sounded out majors on an all- 
industry card. So far, no takers have been an- 
nounced, (Continued on next page) 
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Who Accepts Which Universal Card 





CARD COMPANY 


HILTON 





Continental Oil 


Mobil Oil 


Shamrock Oil & Gas 


Charge: 4% 
Stations honoring: 59,000 


Tidewater Oil 


Union Oil of Calif. 


DINERS 


NUMBER 
OUTLETS 


8,000 Company 





American Fina 


Frontier 
Charge: 6% 


Stations honoring: 2,600 
Jenney 


BANKAMERICARD 





Caminol 


Douglas 


Charge: 2%-6% 


ohawk 
Stations honoring: 1,200 Moha 


Signal Oil & Gas 


INTERNATIONAL 





Magnum 


Charge: 1.75%-6% Mohawk 


Stations honoring: 208 











Pro and Con 


Most majors would like to stand pat with the 
cards they have. The stronger their card systems, 
the stronger they feel. But universal cards continue 
to make headway because of these appeals: 

1. They expose dealers to more credit business 
(Hilton and Diners have almost 2.4-million card- 
holders between them). Credit business is tradi- 
tionally more lucrative than cash. There’s an extra 
payoff in tourist and transient areas. 

2. Universal cards make it easy for companies 


WHO PAYS 


MARKET AREA 
CHARGE 





ee States 


Company 32 States 


Company 


Company 


Company 





Dealer 


Dealer 


Company (1%) 
and Dealer (5%) 





Company, 
Dealer 


Company, 
Dealer 


Company, 
Dealer 


4 States~Accept | 
cards in 1 


Company, Dis- 
tributor, Dealer 





Company, 
Dealer 


Company, 1 State 


Dealer 











with no credit cards, or weak ones, to get into the 
credit field. 

3. They give you something most of the compe- 
tition doesn’t have, at least for the present. 

4. They can add to a company’s over-all sales 
package for recruiting dealers and distributors. 

5. As a substitute for private credit systems, 
they relieve dealers of checkouts and collections. 

On the other hand: 

1. Cost is higher than straight oil credit—from 
0.125 to 2¢ gal., depending on your own setup 
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How the U.S. Oil Industry’s Credit Card Exchange System Works 





Card-Issuing 
Company 


Card-Honoring Companies 





COAST-TO- 
COAST 


EAST OF 
ROCKIES 


WESTERN 


CENTRAL 


EASTERN 





COAST-TO-COAST 
Mobil 

Shell 

Texaco* 








Standard (Ky.). 
Continental 











EAST OF ROCKIES 
Cities 

Gulf 

Sinclair 











Richfield (Cal.) 





Union 





Richfield (Cal.) 





Richfield (N.Y.) 





WESTERN 
Carter 


Richfield (Cal.) 
Standard (Cal.) 


Tidewater 
Union 


Utoco 


CENTRAL 








Cities 





Cities + Sinclair_| 


Standard (Cal.) 
Tidewater 
Ohio « Standard (Ohio) 


| Standard (Ind.)-(Ky.)+_ 
(Ohio) * DX * Lion 





— 


Cosden:+ Humble + Pure 





Skelly 
Continental 





} Tidewater __ 


Esso 
Richfield (N.Y.) 
Esso-Calso__ 





Standard (Iind.) 











American 
Esso+ Calso 





Ashland * 
Continental 
Cosden 

DX 


Humble 


Lion 
Ohio 
Phillips 
Pure 


Skelly 
Standard (Ind.) 


Standard (Ky.) 


Standard (Ohio) 
EASTERN 




















Union 





Tidewater 





Carter * Standard (Cal.) 


Carter * Standard (Cal.) 
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and whose system you use (Hilton charges 4% of 
sales*; Bankamericard’s scaled fee averages 4%; 
Amex’s would be 5%; Diners started at 7%, 
dropped to 6%; International discounts at 6% 
with a scaled refund). Oil credit costs run from 
0.6¢ to 1.5¢ gal. 

2. Universal cards weaken oil company identity, 
many marketers feel. They say oil cards sew up 
business, while universal cards unravel it. 

3. Most universal card activity is limited to the 
East and West, some marketers believe. 

4. Universal cards may mean extra work at pump 
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island and accounting office. Hilton has an im- 
printer, for example, but if it isn’t compatible with 
yours, you’re in for longhand invoices and hand 
sorting. k 

5. Duplication costs money. If a regular credit 
customer switches to a universal card, it jacks up 
your cost of sales and puts an inactive or semi- 
active account on your ledgers. Hilton guesses du- 
plication of oil cards may be around 20%, but 
other card houses put it closer to 40%. 

Can univeral cards generate enough new busi- 

(Continued on next page) 





(Begins on page 117) 


ness to offset the cost and brand loyalty factors? 
The universal card men say yes—in time. They 
believe use of the cards at stations will grow as 
the credit card buying habit takes hold, and as 
oil-company representation increases. They add 
that they don’t want to weaken brand loyalty, that 
universal cards are chiefly a service to travelers 
away from home, extending the area where they 
can buy on credit. But oil already has the machin- 
ery for that in its complicated network of inter- 
company credit card exchange agreements (see ta- 
ble). 


How Are the Cards Working? 


Here’s a rundown of universal card experience, 
such as it is. Starting with the Hilton group: 

Mobil Oil, with Hilton since Jan. 1, says its Hil- 
ton charges outweigh all other exchanges and calls 
that “encouraging.” A Los Angeles dealer reports 
getting “20 or 30” Hilton cards “in the first couple 
weeks,” but a home office man regards them as a 
source of plus business for only a minority of deal- 
ers thus far. 

Mobil finds the system simple from an opera- 
tional standpoint. Hilton cards are compatible with 
Mobil imprinters, and serial numbers on both can 
be read by Scandex, so dealers turn in all charges 
together. Mobil separates Hilton and all other “for- 
eign” items at one of four regional billing of- 
fices, bills Hilton, and gets cash at once. 

Union Oil of California has had limited experi- 
ence since joining Hilton July 1. Union’s imprinter 
is smaller than Hilton’s and it won’t take the Hilton 
card. Union may change imprinters or rent from 
Hilton if additional volume warrants. 

Shamrock Oil & Gas also signed July 1, hasn’t 
seen appreciable effects, but says it’s making money 
on Hilton sales and expects material gains. 

Tidewater Oil signed July 15, had no trouble 
tying into the system, and has no idea whether the 
Hilton card will pull much business. 

In the Diners Club group: 

Frontier Refining estimates its affiliation with 
Diners has accounted for 6,000 gal. of sales per 
month since Jan. 1. This is all plus business for 
Frontier, since it passes on the Diners Club charge 
to dealers (just as it charges them 6% for honor- 
ing “foreign” credit cards). Frontier doesn’t look 
for much greater gallonage, thinks of the Diners 
tie-in mainly as a sales tool in building representa- 
tion. The company hasn’t had to add personnel or 
office machinery in taking on Diners. 

American Petrofina signed in June, also passes 
on the sales charge. A few dealers have objected. 
Fina considers Diners sales as important plus busi- 
ness in its expansion through the Midwest, where it 
estimates there are 350,000-400,000 Diners Club- 
bers. Fina has 100,000 of its own cards out, but 
considers that number insufficient. The company 


is confident its alliance with Diners will prove a 
valuable one. 

Jenney Manufacturing has accepted Diners 
Cards since August, passes a 5% charge on to 
dealers and absorbs 1%. 

In the Bankamericard group, experience is hard 
to come by because the participating companies— 
Signal Oil & Gas and subsidiaries Norwalk and 
Regal; Douglas Oil, Caminol Corp., and Mohawk 
Petroleum—operate extensively through distribu- 
tors. They generally agree Bankamericard has 
helped TBA sales, which can’t be charged on some 
company cards. Opinions differ on gasoline. But 
Bank of America’s figures show that in Fresno, 
where the card plan started, the average Bank- 
americard sale at stations was $5, against a national 
figure of $2 for cash sales. Of this $5, an average 
5% went to Bank of America. 

In the case of Douglas, which previously had no 
credit card, any credit sales will be gravy. By and 
large, California marketers using the card sound 
happy with it. Under Bank of America’s system, 
stations pay a sign-up fee of $25, $1 a month im- 
printer rental, and a scaled fee depending on dollar 
volume that ranges from 2% to 6%. 

The International Charge group now consists 
only of California independents Magnum Oil Co. 
and Mohawk Petroleum, plus some distributors 
and individually franchised major dealers. They 
pay a 6% charge, can get refunds ranging from 
0.5% (to a station with average sales of $3.50 to 
$3.99) up to a hypothetical 4.25% (to a station 
with the unlikely average of $100). 


How Much Consumer Acceptance? 


You can’t kiss off universal cards as a gimmick 
for traveling men with expense accounts. Figures 
show they’re catching on all over. 

Bank of America pushes its card for families, 
issuing one account to each head of a family. It 
hopes to have 2.1-million in the fold by year’s end. 
The card costs nothing, but there’s a 1.5% charge 
on balances unpaid after 25 days from billing. 
Bank of America says over 21,000 merchants will 
be honoring its card by the end of the year. 

Diners Club membership topped the million 
mark early this summer and is going strong. An ac- 
count costs $5 and $2.50 for additional cards. 
About 18,000 merchants are honoring the card. 

Hilton Carte Blanche holders number 1.2-mil- 
lion. They pay $6 a year for an account, $3 for ad- 
ditional cards. The card is honored by about 
8,000 merchants, not including service stations. 

American Express has over 700,000 cardholders 
and 30,000 honoring outlets. The account costs 
$6, additional cards $3. 

International Charge has 500,000 of its free 
cards in circulation, and expects to have 1.5-million 
out by year’s end. About 10,000 merchants now 
honor the card. Having run a pilot test in Hawaii, 
International is now operating in California, Ari- 
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zona, Nevada, Oregon, Washington and Utah. 
Within the next month or so it plans to invade 
Illinois, Pennsylvania, New York, New Jersey and 
Canada. 

Short-term growth of universal card systems has 
been startling. But all must beef up their uni- 
versality by adding more oil accounts, and you can 
look for continued pressure on this front. 


Who'll Sign Next? 


Checking the holdouts, you come up against a 
hard wall of resistance to universal credit. Officially, 
most majors aren’t interested (“at this time”). As 
always, however, competition keeps the industry 
on edge. Says a retail sales manager, “God knows 
we don’t need those things. But we’ve got to pro- 
tect our market, and what am I going to tell my sta- 
tion boys if they start losing gallons to Mobil or 
Tidewater across the street?” 

Here’s a sampling of opinion from major-com- 
pany offices throughout the country: 


NO NATIONAL or al- 
most-national major 
seems ready to follow 
Mobil Oil’s lead. Says 
one executive, “As a 
market leader, all we'd 
‘ do would be throw 
away customers by helping them buy someone 
else’s brand.” A competitor says, “We haven't 
closed our minds, but we think the cost is too high 
for the extra volume. My personal opinion is that 
if we decided to take any, we'd be smarter to sign 
with all three.” 

One large major favored an American Express 
tie-in, but its accounting system wasn’t compatible 
with Amex’s IBM setup. A changeover would have 
been too costly, so the company dropped the idea. 





NATIONAL 








MORE THAN ONE 
Eastern company is 
EAST watching developments 
with the thought of 
jumping on the Hilton 
bandwagon within six 
months. The most inter- 
est comes from companies whose market position 
isn’t near the top. Many companies feel Hilton may 
have to raise its 4% fee after it comes up against 
the high cost of handling many small gasoline 
charges. Even so, an Esso marketer calls 4% “z 
pretty big burden.” He explains, “On a 30¢ gal- 
lon that’s 1.2¢, about twice what it costs an oil 
company to handle its own accounts. Why pay 
double for business that can’t possibly earn that 
much profit, and doesn’t channel the customer into 
our stations?” 
A credit man at another company shrugs. “If 
marketing wants to pay for that extra business, it’s 
up to them.” 





Another credit man muses, “Maybe we’re crazy 
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to have any credit cards at all. Bad debt losses 
run 1% and the bookkeeping cost on top of that is 
considerable. We made a five-year projection of bad 
debt losses and it came to about $500,000. That 
scared me, but it’s probably what we'll lose.” 





SOUTHEASTERN 
STATES haven't been 
penetrated by universal 
cards. A Shell credit 
man in Atlanta looks at 
it this way: “I don’t 
think a universal card 
would bring in much business here. Our cards are 
free, universal cards cost money. As far as the Hil- 
ton card goes, there are no Hilton hotels or af- 
filiates in our immediate area. This just isn’t what 
you'd call the heart of the universal credit card ac- 
tivity.” 

Naturally, universal card systems would like to 
crash the Southeast—especially the lush tourist 
oases of Florida. Standard Oil Co. (Ky.), which 
blankets the Southeast, would be a logical instru- 
ment of invasion. But, Standard isn’t having any, 
Says president W. C. Smith, “We're opposed to a 
universal card, be it an all-oil card or a credit card 
tied in with a club of one kind or another.” 

Because cardholders are reportedly putting pres- 
sure on Hilton Credit to get oil representation in 
Florida, you can look for developments on this 
front. If Hilton does crack it, it will probably be 
through one of the middle-sized majors operating 
throughout the Southeast. 


SOUTHEAST 








WHILE GIANTS like 
Continental and Mobil 
have joined the Hilton 
camp, giants like Hum- 
ble and Phillips have 
studied universal cards 
and turned them down. 
Cosden is against the idea, would rather accept all 
oil-company cards. So would Ingram Oil. Deep 
Rock and Bay (in the Rockies) already do. 

Most companies balk at the costs. One wonders 
if universal cardholders aren’t more the flying than 
driving type. Another doesn’t want to be identified 
with a card that’s not exclusively gasoline and oil. 


SOUTHWEST 








THERE’S HEAVY op- 
position to universal 
credit cards in the Mid- 
west. Standard of In- 
diana and Cities Service 
are against them. So are 
big private branders like 
Clark, Site and Martin. Big objections are loss of 
brand loyalty and control. Says Standard’s credit 
manager, “Control is the main factor in credit, 
and we would lose some control on a universal 
basis.” +> 

At Pure Oil, on the other hand, some executives 


MIDWEST 
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(Begins on page 117) 


like the universal card idea—but wish the costs 
were lower. 

Midwest marketers admit universal cards would 
have some convenience to traveling people—“But 
not the maximum value they can get from their 
local dealers,” a major man adds hastily. Another 
grants the point that universal cards might help 
reduce price resistance: “If a motorist has one 
credit card and he’s broke, he’ll buy where he can 
get it honored, even if the station is a penny or two 
over competition.” 





This is the country’s 
most universal-card-sat- 
urated area. Only three 
area majors have re- 
sisted the cards. Shell 
and Texaco would need 
home office okays; 
Standard of California is opposed in principle. Says 
Standard, “Companies who have successfully de- 
veloped their credit card plans naturally take pride 
in their credit card relationships with customers. 
There would be no over-all advantage to such 
companies in relinquishing this relationship to 

. an outside organization [selling] credit at a 
profit.” 

But every brand has dealers honoring all-purpose 
cards, with supplier’s blessing or otherwise. 

Companies honoring Hilton Carte Blanche say 
its chief value is picking up out-of-state visitors 
who become “captive” as a result of carrying the 
Hilton card. However, in Southern California the 
captive has a choice of three captors, and for this 
reason Richfield Oil finally decided not to sign. 
Richfield’s keeping the door open for other plans 
“if the question of economics can be solved.” 

Wilshire Oil inherited an agreement with Diners 
Club when it bought Sunset Petroleum in April, 
1957. It cancelled the agreement a year later be- 
cause the sales charge “was too big a cut into 
profits.” The company now has its own card, but 
keeps “an open mind” toward universal plans. 

Bankamericard is making a splash in California. 
“Minors” that have signed with it say it’s putting 
them back in the TBA business. Under the plan’s 
built-in budget factor, a $100 set of tires, say, can 
be paid for over six months. Before, chains like 
Montgomery Ward and Sears Roebuck seemed to 
be cornering the TBA business. 

Carte Blanche lacks a revolving budget feature, 
but companies honoring it regard that as a good 
thing, because it makes oil-company credit terms 
that much more attractive. 


WEST 





Will Private Branders Join? 


Non-major brands, which seldom have effective 
credit card systems, would stand to gain from uni- 
versal card plans if they could afford them. Few 
can. Says a Spur Oil Co. man, “Our company was 


formed on a cash basis. That’s the way we keep 
our prices down. I’m afraid we would have to 
have a 75% increase in gallonage to pay for cost 
of the credit system. And I don’t think a universal 
system would bring in that much business.” 

Nevertheless, big “minors” and semi-majors that 
have joined universal systems are generally more 
enthusiastic than majors. They look for sizable 
plus business. If they get it, they'll be siphoning it 
off from competitors who don’t honor universal 
cards. That could exert real pressure on the non- 
honoring companies. 


What About an Industry Card? 


The boom in universal credit cards has put a 
new emphasis on a not-so-new alternative: an all- 
oil-industry card handled by a central agency. 

This idea (advocated by two major men in NPN 
—Aug, p168) would get around the cost objec- 
tions to universal cards. In fact, backers of the 
idea think it could cut existing oil credit costs as 
much as 50%. 

In brief, the idea calls for a central agency— 
either owned and managed by oil companies, or as 
an independent operation—to handle all credit 
processing, investigation, billing and collection. 
Opposition to the idea centers around loss of brand 
loyalty, and is strongest among the largest com- 
panies. As one pro-industry-card man puts it, “The 
market leader feels he has the least to gain by a 
central card, since, in his egotism, he tends to 
feel his card is already the equivalent of a uni- 
versal card.” 

Among smaller companies and _ independent 
brands, however, considerable sentiment seems to 
run in favor of such a card. 


What’s the Outlook? 


Making a cool analysis of the universal card 
situation, you might conclude that: 

@ Universal credit helps consumers. It mini- 
mizes the need for cash on hand at all times, 
simplifies bookkeeping. Eventually it will probably 
account for vast movements of merchandise. 

e@ Oil companies can do without it. It doesn’t 
increase total demand, cuts into profits, waters 
down brand impact. 

e@ Oil companies will get it anyway. Universal 
cards have a foothold and will be sustained for 
competitive reasons. 

From an oil standpoint, the best universal card 
would be one that cost marketers nothing and cost 
consumers plenty. Failing that, oil men might be 
smart to hold out for a plan with low charges and 
broad acceptance in the industry. That would keep 
things under a degree of control while satisfying 
the consumer’s single-card requirements. And it 
would put some of the merchandising emphasis 
back on appearance, reputation, product perform- 
ance and service—which might not be so bad. & 
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NIE W~! ROCKWELL-Nordstrom VALVES 
WITH SPECIAL CORROSION RESISTANT COATINGS 


Here are two important new additions to the 
Rockwell-Nordstrom line of corrosion resisting lub- 
ricated plug valves. Rockwell-Nordstrom valves are 
now available with the following special coatings to 
make them fully corrosion resistant in many refining 
and chemical plant services: 

KANIGEN COATING®): a chemical method of 
applying a 90%-92% nickel—8%-10% phosphorous 
coating to iron or steel valves. The internal-external 
coating of Kanigen assures the corrosion resistance of 
nickel and stainless steel on most corrosive services. 

K-51 COATING ®); a halogenated ether polymer 
applied by the patented Whirlclad Process on 
inner and outer surfaces of standard valves. With 


(1) Applied by General American Transportation Corporation. 
(2) (3) K-51 Penton and Whirlclad are patented by National Polymer, Inc. 


ROCKWELL- Nordstrom VALVES 


© 


another fine product by 


ROCKWELL 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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K-51 coating, iron and steel valves become excep- 
tionally resistant to attack by most acids, caustics, 
brines, inorganic solvents and many organic solvents. 

Send for complete details on how the new 
Rockwell-Nordstrom coated valves can help you 
solve your corrosive flow control problems. Get the 
facts, too, on special weld-coat “‘hard faced’”’ valves 
and more than 300 patterns in special metals such 
as bronze, nickel, Monel, Ni-Resist, Stainless and 
many others. 

Rockwell Manufacturing Co., Pittsburgh 8, Pa. 
Canadian Valve Licensee: Peacock Brothers Ltd. 


SEND FOR COMPLETE DETAILS 


Rockwell Manufacturing Company 
Pittsburgh 8, Pa. 


Please send complete details on new coated valves. 
Please send complete details on all Rockwell-Nordstrom 
valves for corrosive services. 

Please have your Rockwell field engineer call. 


Name: Title: 


Company:__ [ A 


Address: 


City: Zone: State: 
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Speedway’s got it Taped 


USING a mobile videotape unit, Speedway Petroleum Corp. taped five one- 
minute TV spots in a day recently. The unit followed a test car measuring 
miles per gallon from five different gasolines, under varying traffic conditions 
in Detroit. Big advantage of tape: it can be played back immediately, avoiding 


costly delays. 


Merchandising Memos .. . 





Sinclair Oil says it’s pleased with re- 
sponse to its dinosaur stamp promotion. 
As a summer traffic-builder, dealers gave 
out four sets of stamps picturing twelve 
types of dinosaurs, plus albums. Stamps 
and albums were free to dealers; pack- 
ages of six miniature plastic dinosaurs 
cost from $5 (for 50 packages) to $43.50 
(for 500). Sinclair printed 2-million 
albums and sets of stamps, notes an 
especially strong response from schools 
and clubs. 

Why dinosaurs? To tie in with Sin- 
clair’s new brand sign (NPN—July, 
p88), which revives the dinosaur as com- 
pany symbol. Sinclair started using the 
dinosaur in 1932 to dramatize the “age 
and mellowness” of its crude, says it 
still gets requests for a dinosaur album 
issued then. 


»A new and less costly type of revolving 
sign is on its way. Conventional rotators 
have a turntable down below that spins 
the entire sign above. But in an installa- 
tion made this summer by Tel-A-Sign Inc. 
of Chicago, a four-sided lightweight shell 
revolves instead. The turning motor is 
inside the shell, and must move only 
about 100 Ibs. instead of about 400 in 
conventional rotators. Tel-A-Sign says 
its new unit will cost around $500, 
compared to $450 for the turntable alone 
in other types of units. 


mA direct mail house specializing in 
running contests say the typical Ameri- 
can contestant is a housewife over 30 
who enters many contests many times, 
prefers short contests where little skill 
is involved. She’s attracted most by cash 
prizes, followed—at a distance—by a 


124 


house, merchandise, stocks or bonds. 
She doesn’t cotton to animals or “all 
bills paid” propositions. 


Esso Sweden is using Volkswagen buses 
as mobile engine testing units at stations. 
The buses perform free tests on cus- 
tomers’ cars, provide detailed reports on 
performance. Esso says the plan has 
helped build (1) acceptance for the com- 
pany’s trademark; (2) sales at stations. 


At one, gasoline sales rose 50%-70% a 
day. At another, a dealer sold eight 
tires, three batteries, 200 spark plugs and 
40 fan belts in two test days. (For 
results of a similar U.S. promotion, see 
NPN—Apr. p134.) 


&A Midwest major is considering small 
car cOmpasses as promotion items. The 
compasses would be manufactured with 
the oil company’s brand mark and 
mounted at company stations. The gim- 
mick, of couse, is that the compass would 
“keep the motorist headed toward the 
company’s stations.” 


Ada Oil Co. has been selling crash 
helmets and pop-guns as its latest self- 
liquidating premiums, through 140 deal- 
ers in Houston and neighboring Texas 
cities. The dealers sold 100,000 of the 
helmets—for sports car driving, boating, 
patrolling at schools. The pop-gun pro- 
motion popped off two weeks later with 
an order of 20,000. 


&Miffed by the low visibility of its 
stations near freeways, Union Oil of 
California is solving the problem with 
high, wide and ultra-visible signs. 

On most freeways, stations are hidden 
by distance, trees, road signs or fences. 
So Union decided to “raise our sites” by 
erecting a 47-ft. Union sign with a 10-ft.- 
diameter circle, mounted on two steel 
poles high above the stations and sur- 
rounding shrubbery. 

Results at the pilot stations have been 
impressive, says Union. The sign is read- 
able day and night for almost a mile, 
and gasoline volume has nearly tripled. 

Now, with other stations adjacent to 
freeways similarly identified, Union says 
“Folks may continue to run out of gaso- 
line, but they'll know which direction 
to go.” 


VARTA: 


ry 


*‘Now that’s what I call enterprise.” 
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Get the Spark Plug analyzer 
that does—not 2 but ALL 3! 


4 DETECTS GAP WEAR. 


plus 


3 DETECTS LEAD DEPOSITS — THE MAJOR 


2 DETECTS Oil FOULING. SOURCE OF SPARK PLUG FAILURE. 


AC ANNOUNCES 


The ACilloscope 


THE ONLY COMPLETE ELECTRONIC ANALYZER 


Automotive ignition engineers agree that lead 
fouling causes up to 85 percent of all spark plug 
failures. Yet there are electronic spark plug 


the only spark plug analyzer that detects all 
three . . . and detects them from the very start. It 
does the complete job for your customers. The 
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analyzers on the market today which detect 
gap growth and oil fouling, but do not detect 
the most important cause of failure . . . lead 
deposit fouling! AC engineers have developed 


industry’s only complete electronic analyzer— 
the ACilloscope—will be available soon. Don’t 
be short-changed. Wait and compare. ACillo- 
scope your way to greater spark plug profits! 


AC SPARK PLUG 4% THE ELECTRONICS DIVISION OF GENERAL MOTORS 


AC PRESENTS THE ART CARNEY SHOW, 
NBC-TV, NOVEMBER 13 


SUPPLIERS 


WILL HAVE DETAILS SOON! 





(To obtain more data on advertised products see page 172) 





THIS IS WHAT HAPPENED WHEN 


All-out motorist promotion by the Frontier Refining Company brings 
in new customers, dramatically increases service station traffic 














Greeley motorists were made vividly aware of Moly” 
grease by covered wagon with provocative banners. Wagon 
toured streets day after day, made frequent stops at 
Greeley’s four Frontier stations. 


4 Typical Frontier station in Greeley is operated by Robert 
Innis at 1028 Ninth Street. Station, in residential district 
off main through highways, depends on repeat business 
of satisfied local residents. 








“MOLY” GREASE HIT GREELEY, COLO. 


TYPICAL STATION MULTIPLIED GREASE SALES 
EIGHT TIMES; GAS SALES UP 10% 


Though abnormally bad spring weather dampened sales 
for most service stations in Greeley, the Frontier Refining 
Company’s outlets showed phenomenal increases. 
Frontier, who recently adopted Molysulfide® chassis 
grease for its service stations, had launched an all-out 
motorist promotion of “Moly” grease to increase service 
station traffic. 


Results at Bob Innis’ Frontier station in Greeley were 
typical of the response—and further proof that “Moly” 
grease excites the imagination and interest of both motor- 
ists and dealers. Innis reports: 


“I averaged 12 to 15 grease jobs a month before 
Frontier introduced ‘Moly-Lith’ (Frontier’s 
brand name for its ‘Moly’ grease.) After putting 
in ‘Moly-Lith’, my grease sales jumped to 98 
in the first 28 days. I estimate that 35 to 40% 
of these sales were to new customers, and I hon- 
estly believe they were attracted to my station 
from the ‘Moly-Lith’ promotion alone. 


“My gasoline sales increased 10% in spite of 
the bad weather. I can also see an increase in 
my sales of TBA. 


“Frontier ‘Moly-Lith’ grease has put the car on 
the rack, and, by my being able to get under 
the hood, I’m selling more fan belts, batteries, 
universal joints and oil filters.” 


TREND IS TO “MOLY” GREASE IN STATIONS 


Oil marketers in growing numbers are building service sta- 
tion sales with “Moly” grease. The reason is simple. Its 
advantages are easy to demonstrate, easy to understand— 
and, above all, easy for the customer to experience. Motorists 
come back for it .. . ask for it . . . tell their friends to ask for 
it. And, as Frontier’s experience shows, this increased traffic 
increases sales of everything the station sells. 


Investigate the merchandising potential of “Moly” grease 
for your service stations. Climax Molybdenum Company, a 
Division of American Metal Climax, Inc., 500 Fifth Avenue, 
New York 36, N. Y. 


Secteur 


ANOTHER 
FRONTIER FIRST 
Ae CMS GREASE AES THE DISTANCE 
(AST ME OF LE SMOOTH AS FIRST 


[a DPF M an 
Triple-play promotion involved coordinated effort by Frontier sales 
organization, advertising department and station operators. L. to R.: 
Dale Wright, Frontier Advertising Director; Bob Innis, local operator; 


Alan Gardner, Frontier’s Manager of Lubricant Sales. 


NOW pow car on 


eer emsce: 





Special month-long pr included big newspaper ads (in 
color) twice a week, 12 radio spots a day over two stations. Meet- 
ings were held with groups of truckers and farmers. Posters were 

pplied to stations, as were steering wheel tags to put on cars 
after grease job. 








Write for your copy of “ ‘Moly’ 
Grease Brings More Business to 
Service Stations”. This case 
history tells how another 

major oil company used “Moly” 
grease to promote sales. 


CLIMAX MOLYBDENUM 





New bulk plant gives Petrolane 90,000 gal. storage at Seward, Alaska 


Building a Market in Alaska 


Petrolane, big West Coast LPG marketer, is expanding its sales front 
in the forty-ninth state by trimming transportation and handling costs 


— THIS MONTH the first bargeload of LP- 
gas for Alaska clears Ferndale, Wash. Be- 
hind it rides an investment of $500,000 in new 
transportation and storage facilities, designed to 
lower shipping and handling costs so an LPG 
marketer can boost Alaska sales by more than 40%. 

This is how Petrolane Gas Service, Inc., of Long 
Beach, Calif., sizes up the new operation of its 
wholly-owned Petrolane Alaska Gas Service, Inc., 
of Seattle, Wash. 


oo 


How Petrolane Axes Costs 

Howard Jackson, Petrolane Alaska’s manager, 
says, “Transportation costs will be cut consider- 
ably.” It’s estimated that the tab can be cut at least 
one third by: 

e Bulk shipments: Petrolane Alaska has 
mounted four 30,000-gal. tanks on a shipper’s 
barge deck. Product can be pumped in at 25,000 
gal. per hour at Mobil Oil Co.’s Ferndale refinery. 
An 8,000-ft. 4-in. pipeline links refinery LPG tanks 
and the pier. Towed 1,600 miles to Seward, Alaska 
—a port that’s ice-free all year—the barge can 
make a round trip every three weeks. 

e Bulk storage: At Seward, Petrolane Alaska 
has a new storage plant. Capacity is 90,000 gal., 
plus 40,000 gal. standby storage so that the entire 


bargeload can be handled. 

e@ Bulk transportation inland: Petrolane Alaska 
has leased four 10,000-gal. rail tank cars from 
Mobil. They’re to be used in part as standby stor- 
age in Seward and mostly for bulk transporation 
to Anchorage and Fairbanks over Alaska R. R. 
LPG will go directly into storage at Anchorage; 
in Fairbanks, Petrolane Alaska’s dealer plans to 
do the same thing to eliminate a short truck haul 
from tank car to storage. 

The Old Way—It’s easy to see where Petrolane 
Alaska will trim costs by comparing the new way 
with the old. Before, it was a five-step process: 

1. LPG was trucked from Ferndale to Petrolane’s 
Alaska bulk plant in Seattle, a 100-mile trip. 

2. 100-Ib. cylinders and 1,000-gal. skid tanks 
were filled, then trucked to Seattle docks for load- 
ing on Alaska-bound ships. 

3. Once ships reached Seward, with stops at 
small coastal ports enroute, cylinders and tanks 
were crane-loaded onto flatcars and reshipped by 
Alaska R. R. to Anchorage and Fairbanks. Petro- 
lane Alaska had no storage at Seward. 

4. Some LPG went inland on plane, truck and 
dog sled. 

5. Dealer handling took time. Anchorage Liq- 
uefied Gas pumped product from 1,000-gal. skid 
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Petrolane’s Jackson: He’s cracking a rich market 


tanks directly into its tanks, handling over 60,000 
gal. per month this way. 

In Fairbanks, Alaska Propane Co., another Pe- 
trolane Alaska dealer, unloaded skid tanks from 
flatcars, distributed them around the area as needed, 
and pumped what was left into its own storage. 
Empties were collected, reloaded on flatcars for 
shipment to Seward and refilling in Seattle. About 
30,000-gal. monthly was handled this way. 

Remaining LPG gallonage goes to part-time LPG 
re-sellers—plumbing contractors, builders, general- 
store proprietors, a tugboat captain and a beer 
distributor—in smaller communities along the rail- 
road and in the coastal towns between Seward and 
Seattle. 
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LP-gas 


Petrolane’s Growth Potential 


High transportation and handling costs add up 
to high retail prices for LPG—65¢-70¢ a gal., 
making it a rather expensive fuel. As a result, main 
use is for cooking, with some used for water heat- 
ing. 

By trimming transportation and handling costs, 
Petrolane Alaska can pass the economies on to 
dealers who, in turn, could lower retail prices. 
This, Petrolane Alaska says, could expand present 
markets—and open up an untapped market in 
house heating, to compete against wood, coal and 
oil. 

Within 18 months, Jackson says, his company 
will be selling 200,000 gal. of LPG per month in 
Alaska, most of it in the Seward-Fairbanks area. 
That’s 42.8% more than the current 140,000-gal. 
monthly shipments. Some growth is also expected 
in the coastal areas south of Seward, where deliv- 
eries will still be made in cylinders and skid tanks. 
It’s possible that these containers will be filled in 
Seward rather than be hauled back to Seattle. 

Jackson says lower transportation costs will not 
be fully reflected in retail prices for about five 
years. By that time, Petrolane Alaska will have 
amortized its $500,000 investment. 

Petrolane is set for almost any rate of growth. 
It has plans to add four more storage tanks on its 
first barge. Eventually it plans to use three barges 
between Ferndale and Seward. At Seward, three 
more 30,000-gal. storage tanks can be added, as 
well as two more 10,000-gal. tank cars. 

Supply is also assured. Petrolane Alaska has a 
contract to take up as much as 1-million gal. of 
LPG from Mobil’s refinery. That’s the present 
limit of refinery output. And if Petrolane Alaska 
needs more LPG, it can get it from Texaco and 
Shell refineries at Anacortes, south of Ferndale. 

While the first bargeload of LPG goes to Alaska 
this month, it is not Petrolane Alaska’s first bulk 
shipment into the new state. 

Since May, Petrolane has been hauling product 
into Fairbanks from the Pacific Petroleums Ltd.— 
Phillips Petroleum refinery at Fort St. John, British 
Columbia, using an 8,000-gal. tank truck over the 
Alcan Highway. The 3,000-mi. round trip takes 
six days. At times, the tank truck goes to Anchor- 
age. 

One month later, in moving tank cars to Seward, 
Petrolane Alaska didn’t let them go up empty. They 
carried 40,000-gal. 

A sizable LPG marketer on the West Coast and 
as far inland as North Dakota, the parent Petro- 
lane company got into the Alaska market a year 
ago when it bought out Calor Northwest Gas Ser- 
vice of Seattle. Calor had acquired Liquefied Gas 
Corp., also of Seattle, which started LPG ship- 
ments to Alaska before World War II and which 
had developed an LPG market in the 25 towns 
and communities where Petrolane Alaska now 
wants to expand. a 
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»/avee! Win your share 


Contest ends N 


$126,000 


You win when one of your dealers 
wins in the “Blockbuster” Drawing! 


Remember—the “Blockbuster” Drawing includes ALL ENTRIES submit- 
ted by your dealers from the start of Purolator’s $126,000 Prizarama. 


That means that every entry sent in from June through Novem- 
ber is an entry for you...and there’s no limit to entries. 


Be sure every one of your dealers participates in this mammoth 
Purolator sales-building program. It’s loaded with over 2400 prizes 
worth $126,000—plus profits for your dealers and you. 
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- of prizes in Purolator 


GET YOUR DEALERS TO: 


2 Put a “Seal of Protection” sticker on every 
car or truck that drives in. There’s a sticker 
in each Purolator carton. 


2. Remove the Prizarama entry blank on the 
back of the “Seal of Protection” sticker. Sim- 
ply peel it off when sticker is placed on vehicle. 


= Fill out entry and mail along with others to 
Prizarama headquarters in time for the final 
drawing. Contest closes November 30. 


There’s no limit to entries—and 
every dealer entry is an entry for you! 
Urge your dealers to get in now! 


PURQOLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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Fuel Oil 


How Free Service Pays Off 


This heating-oil jobber operates like a gas utility, hasn't charged 
for burner service in 10 years. He makes it up, though. Here’s how 


66 A S LONG AS an oil burner operates, it runs for 

the benefit and profit of the heating oil 
jobber. As a result, the jobber should be fully 
responsible for it.” 

This philosophy guides the burner service oper- 
ation of Clark-Shaughnessy, Inc., Mobilheat jobber 
in Milford, Mass., and it applies to all the com- 
pany’s more than 1,800 heating oil accounts. 

“Ever since we got started in business 10 years 
ago, we decided to operate like a gas utility and 
not charge for service,” says Virgil Fiori, president 
of the firm. 


What Makes Free Service Possible 


Free oil burner service is offered by Clark- 
Shaughnessy and other Milford jobbers to compete 
with natural gas. Two big factors make it possible 
for them to give such service without losing money: 

e High Margins — “We have a pretty high 
margin here compared with other markets,” says 
Fiori. Clark-Shaughnessy’s margin on No. 2 oil is 
about 5.3¢ gal., on kerosine about 6.45¢ gal. 

“Then we give a half-cent discount if the bill is 
paid within 30 days,” Fiori adds. 

Oil jobbers in Milford have been able to come 
up with high margins because they’ve managed to 
keep part of each price drop for themselves. As 
prices go up, theirs advance too, and keep the 
margin fairly steady. 

Margins are discussed by local fuel oil men, 
Fiori says. “There’s nothing in the law that says 
we can’t talk about margins. We do know the 
score about talking price and we avoid that every 
time.” 

e@ Parts Are Extra—Only new parts are used 
in replacements, and Clark-Shaughnessy gets be- 
tween 75% and 100% markup, sometimes more, 
on each part sold: Profit from the sale of parts 
more often than not covers the cost of sending a 
burner man to an account’s house. Here’s an 
example: 

“We send two men—one a burner man, the 
other a driver—to clean and adjust burners each 
year. They can do one job in about an hour. 


“On each such job, we change the nozzle and 
oil filter. We charge the customer about $3.50 for 
the nozzle and filter. That $3.50 pays for one hour 
of the driver’s time and about 15 minutes of the 
mechanic’s time.” 

The balance of the mechanic’s time can be 
“paid for” by the margin per gal. or by the profit 
from the sale of such high-cost parts as relays, 
thermostats and motors. In the latter case, the 
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parts profit would more than pay for all the 
mechanic’s time. 

e Simple Inventory and Quantity Buying— 
These make it easier for Clark-Shaughnessy to 
“afford” giving accounts free service. 

Parts inventory is small. Instead of trying to 
stock all makes of parts for burners, controls and 
accessories his accounts have installed, Fiori limits 
his inventory generally to one or two manufac- 
turers. He stocks one complete line of controls, 
two lines of pumps. Motors generally are of 
standard-brand make because they’re usually in- 
terchangeable. 

With such a simple inventory of parts, Fiori can 
take advantage of special “deals” when it comes 
time to replenish his stock. If he bought few items 
from many manufacturers, he wouldn’t be able to 
get the discounts he gets by buying in quantity from 
one or two manufacturers. Quantity buying is one 
way Fiori gets a new standard motor for less than a 
rebuild. 

@ Less Paperwork—The office staff is only 
concerned with sending out bills for parts. No 
effort is spent soliciting service accounts, no file is 
kept on who has what type of service contract and 
who has no service contract. There’s no argument 
with accounts over what is and what isn’t included 
in this or that type of policy. 


What Free Service Covers 


Clark-Shaughnessy’s free service is limited to 
labor on the burner and its controls. It covers the 
annual check-up and vacuum cleaning job, cleaning 
the fan and strainer, making necessary adjustments 
and any number of service calls. 

Anything that’s part of the heating layout—such 
as circulators, radiator valves or pressure controls 
—doesn’t come under the free service heading. All 
parts are extra. 

Fiori says he won't stand for any shoddy work 
just because it is free. It’s got to be top-notch, and 
the crew of three burner men knows that. “They 
know I won’t stand for any bluff jobs,” Fiori says. 
Their work is on a par with paid or contract service 
because they never know when Fiori will drop in on 
a job to check things over. 


“I do that several times a week,” Fiori says. 
“It keeps the men on their toes.” It also pays off 
in customer relations. “Customers know the boss 
of the company they’re dealing with has taken a 
personal interest in what’s being done to their 
burner,” Fiori maintains. 

The upshot is that the work is done well. Only 
about 180 additional service calls are made during 
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a heating season due to faulty burner or control 
operation. 


How to Make Money on Parts 


Sales of new parts at full retail price produces a 
tidy income for Clark-Shaughnessy. Some typical 
prices: 

$12.50 for a pressure control. 

$44 for a stack relay, less $5 trade-in. 
$25-$28 for a motor. 

$18.50 for a fuel oil pump. 

$25 for a low-water cutoff. 

$12.50 for a thermostat. 

Since Fiori gets a good markup on new parts. 
he’s satisfied. “What more do you want if you can 
get a 100% markup on parts? You want to try to 
charge the account $3 for service?” 

Fiori has several reasons for using new parts. 
To get a part rebuilt, he has to send it away. This 
often means one of his men must take time out 
and make a 35-mile trip to the nearest parts 
rebuilder. 


And then there’s not too much difference be- 
tween the cost of a new part and a rebuilt. “To 
rebuild a pump costs you $9.40; to buy a new one 
costs $11 and a trade,” Fiori says. To rebuild a 
motor would cost Fiori about $18; he can buy new 
ones cheaper than that. 

It’s good business, Fiori thinks, to let a customer 
know he’s getting new parts. “If you use a rebuilt 
part, you’ve got to tell the customer. You can’t lie.” 


Billing a customer for a new part and installing 
a rebuild isn’t going to fool anyone, Fiori insists. 
“They'll have some friend look over the burner 
with the ‘new’ part and he’ll tell them it’s rebuilt. 
Then where do you stand with the customer?” 

Customers receive a one-year guarantee on new 
parts. If the account can be swung over to buying 
their oil needs from Clark-Shaughnessy, the one- 
year guarantee on most parts will go up to three 
years. 

“We can guarantee a lot of new parts for that 
long because we know they'll last a lot longer. 
So the longer guarantee isn’t actually costing us 
anything, but it does make a good selling point,” 
Fiori adds. 


Building Good Customer Relations 


Under free service, the same type of service 
goes to everybody. “You’re not put in the position 
of taking advantage of an account. You can sell a 
$25 service policy to an account and he’ll be sore 
at you at the end of the year because he had no 
reason to use any of its benefits,” Fiori contends. 

Free service keeps customers satisfied with oil 
heat because they’re getting the same type of service 
as gas users, with two big pluses: 

e@ They get full service from their fuel supplier, 
which is not the case with gas. 

e@ They get fast service. “We tell our accounts 
they shouldn’t be without heat for 15 minutes,” 
Fiori says. (Service is speeded by two-way radio 
sets in all three Clark-Shaughnessy service trucks.) 


Memos for Fuel-Oil Men... 


< 
§ 


Ge beationolh 168: ; 
Wak. hears no more 
accounts whose tanks are ~ 
before the end of a month. 


ay 
gf 


i 3 


high-speed ‘pictures of flame, spray 
pattern. and combustion chamber. 


» Central Petroleum Corp., heating 


e@ $325 for pot-type floor furnace: 
$443 for power burner floor furnace. 
_ © $337 for high-pressure conver-- 


in that tanks 
delivery could 
saat statement. 
deliveries are made near the 
month, Watson-Hall rub- 
statements with this mes- 
last charge above is shown 
of record. Please feel free 
consider it next month’s business 
instead of including it in your pay- 
ment of this statement.” 


> ‘cine Oil Co., tietead heat- 
i oil jobbership in Phillipsburg, 


scare Lie 
Pate 


N.J., saves 25%-30% on the cost of - 


air and oil filters by .asking several 
supply houses to bid on the season’s 
order. 


> Esso Research & Engineering Co. 


oil jobber in New York City and 
, furnishes accounts 


which they can keep fuel-oil delivery 
tickets. The outside of the envelope 
lists several things to “check first” be- 
fore calling for service. It has space 
for emergency telephone calls and for 
a record of individual oil deliveries, 
including the date, gallons delivered, 
dollar amount of delivery and when 
the delivery was paid. 


> Outdoor advertising used by Oil- 
Heat Institute of Inland Empire, Spo- 
kane, Wash., received a first prize in 
the annual contest held by Outdoor 
Advertising Assn. of America. 


: sia Maine oil jobbers who install oil- 
heat, charge an average of $325 to 
$1,227 for the complete job (275-gal. 
tank and controls), depending on the 
type of equipment used. 
Averages stack up this way: 
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> A heating oil jobber in Washing- 
of No. 2 oll and the!eoodwill of some 
of No. 2 oil and 


Leaving a pump 
truck while he returned to 
to get a phone call, the j 
forgot about the run 
it was too late. 








For Gasoline... Diesel... etc. 


HIGH SPEED FOR 
HIGH GALLONAGE AT 
REALLY LOW COST 





Thoroughly proven...the high 
speed, low cost model ‘30"’ 
cuts ‘fuel-up’ time in half 
saves valuable time of men 
and mobile equipment 


WM. M. WILSON’S SONS, INC. 


Lansdale, Pa. 
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Fuel Oil 


New material, Cerafelt, promises .. . 


Fast, Cheaper Chamber Jobs 


Ceramic felt does the same job as fire brick, 
says Mobil Oil, but at much less time and cost 


Serves MEN Can reline combustion 
chambers in 30 minutes; jobs that 
took up to six hours and cost $75 are 
old hat now. 

That’s the latest word from Mobil 
Oil Co.’s lab men. They’ve been test- 
ing ceramic felt, a material of alum- 
ina and silica fibers bonded to form a 
flexible blanket-like substance. After 
being cut to fit, it can be rolled up, 
pushed through the boiler access door, 
and patted into place. 

How good is it? 

Say Mobil’s researchers, “It has 
heat-resistant qualities at least as good 
as those of conventional refractory 
materials such as firebrick.” 

What Was Tested—Mobil ran its 
first tests on Cerafelt, made by Johns- 
Manville Corp. It comes in thicknesses 
from e-in. to 2-in.; in weights from 
3 to 24 lb. per cu. ft.; in mats 42-in. 
wide and in 4- and 8-ft. lengths. 

In some tests Mobil used the %-in. 
12-lb. grade that cost $1.114 per sq. 
ft. (trade price). “The cost,” says Mo- 
bil, “should not exceed, and may 
sometimes be less than, the cost of 
2600F firebrick or precast material.” 

In other tests Mobil used 1'%-in. 
6-lb. Cerafelt. 

It’s now testing Fibrefax, made by 
Carborundum Co. 

Test-Run Results—Four tests were 
made, two in Mobil’s lab and two in 
the field. 

In Test 1, a lab boiler was fired 
for 1,000 hours straight with the flame 
purposely directed against the new lin- 
ing. At the end, Mobil says, there was 
no disintegration or erosion—only a 
change in color, from gray to white, 
to which Mobil attaches no signifi- 
cance. Fiber tufts could be pulled 
more easily from tested material than 
from untested lining, Mobil adds. 
“The test showed damage can be pre- 


vented if reasonable care is used in 
vacuum cleaning.” 

In Test 2, a wet-base lab boiler was 
tested. The 6-lb material was used to 
construct—rather than  line—the 
chamber. It was fired successfully for 
the 100-hr. test. 

In other tests a 1-gpm burner was 
run 1,447 hours and a 1!2-gpm burner 
was run 1,654 hours. Material changes 
were the same as Test 1 results. “But 
otherwise,” Mobil says, “there was no 
deterioration and both linings still ap- 
pear to be structurally sound.” 

Doing the Job—This lining can be 
installed in any damaged brick, pre- 
cast or steel chamber that retains 
enough strength to support the lining, 
Mobil says. It should not be used 
where bricks are oil-stained. Here, it’s 
best to remove the old brick and build 
a new chamber. 

Step-by-step installation procedures 
include: 

e Removing boiler access plate to 
measure chamber’s height, diameter, 
distance between blast tube and cham- 
ber floor and diameter of blast tube. 

e Marking off width (height) and 
length (diameter times 3.14) on the 
material. 

e Marking biast tube opening, 
adding 1 in. to diameter to get 2-in. 
clearance around the tube. Place the 
opening (A) about 6 in. from short 
edge of sheet—that puts the lapover 
to one side of the tube—and (B) the 
tube-to-chamber-floor distance (minus 
14-in. for clearance) from one of the 
long sides. 

e Cutting along lines with knife or 
shears. 

eRolling up the liner to put it into 
position against old chamber walls af- 
ter lining up the blast tube hole. 

Then all you do is replace the ac- 
cess door and fire the burner. 8 
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A complete line of additives ...a complete line 
of services—YOU GET BOTH FROM DU PONT 


ADD OCTANE NUMBERS at lowest cost 
with DuPont tetraethyl lead. Du Pont 
refinery technologists can help you ad- 
just operations to get the highest oc- 
tane rating by the least expensive 
methods. 


IMPROVE FUEL OILS—even heavy re- 
sidual stocks. DuPont Fuel Oil Addi- 
tive No. 2, a stabilizing and dispersing 
agent, will reduce storage tank sludge 
and increase operating efficiency at 
minimum cost. 


IDENTIFY GRADES, meet legal require- 
ments, or add a distinctive personali- 
ty to your gasolines, greases and other 
petroleum products, with color. 
Du Pont’s wide experience in petro- 
leum dyes and the general field of 
color can help you get best results. 


PREVENT OXIDATION in gasolines 
with Du Pont antioxidants. Full range 
available—AO-5, AO-22, AO-29—plus 
Du Pont technical service to help you 
get optimum effectiveness at low cost. 


STABILIZE GREASE with Du Pont’s 
“Ortholeum” 300 Grease Stabilizer, 
which offers the combined advantages 
of a metal deactivator and an antioxi- 
dant, keeping grease at top perform- 
ance for extended periods. 
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Also: 


DuPont Metal Deactivator, to avoid 
harmful effects of soluble copper in all 
distillate fractions. 


Du Pont Metal Suppressor, to keep 
copper out of solution by coating 
copper or alloy surfaces contacting 
stock. Supplements Metal Deactivator. 


Du Pont Lube Oil Additives for dis- 
persing, and improving quality of 
crankcase and industrial oils. 


Du Pont DMF Antistall Additive for 
gasolines, to prevent stalling from 
carburetor icing. 


Du Pont RP-2, the three-purpose gaso- 
line additive to prevent rusting, icing 
and accumulation of deposits in the 
carburetor throat. 


WAREHOUSING SERVICE on additives 
assures fast and constant supply of all 
the products mentioned above. Seven 
warehouses with ample supplies in 
strategic areas. 


RR SIDING SERVICE ON TEL—There 
are now twenty-three points from 
which you can get emergency ship- 
ments of Du Pont tetraethyl lead. Am- 
ple supplies of both motor and avia- 
tion mix always ready to roll. 


IN-PLANT AND DEALER SERVICES 
Your DuPont representative can tell 
you of the many other services pro- 
vided, such as market surveys, dealer 
training aids, safety programs, and 
process studies. 

Cail your Du Pont representative, or write to the 
address below for assistance in selecting the right 
additives for your products. E. |. duPont de Nemours 


& Company (inc.), Petroleum Chemicals Division, 
Wilmington 98, Delaware. 


Tetraethyl Lead 
and other 
Petroleum Additives 


R86. u. 5. pat. OFF 


Better Things for Better Living 
2 +» through Chemistry 
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TO MARKET, TO MARKET... 


To market, to market... not to buy a fat pig, but to trans- 
port crude oil to the refinery, fuel oil to the home and to 
industry, gasoline to the service station (and from there to 
your car), fuel to power large jet planes. Whenever petro- 
leum products have to be moved, you'll find U.S. Royal 
Oil Marketing Hose on the job. 


United States Rubber makes the complete line of oil market- 
ing hose to serve industry afloat or ashore or in the air. 


Here are several of the outstanding hoses in the line: 


(To obtain more data on advertised products see page 172) 


U.S. ROYAL GASOLINE PUMP HOSE P-5167 The outstand- 
ing gasoline hose with a revolutionary steel-braid construc- 
tion. It’s for external drape or internal retractable pumps. 
This almost indestructible hose has extreme flexibility and 
will outlast conventional hose. Has positive static con- 
nection. Excellent flexibility, even at low temperatures. 
Approved by Underwriters’ Laboratories, Inc. 


U. S. ROYAL FUEL OIL DELIVERY HOSE P-5177 Used for tank 
truck delivery of fuel oil to home and industry. Also handles 
diesel fuels for wet or dry service. The heavy-gauge TAN 
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with U.S. Royal Oil Marketing Hose 


cover stands up under the roughest of handling. Hose is 
light in weight, surprisingly flexible. Conforms readily to reel 
even in low temperatures. Braided static wire in hose carcass. 


U.S. ROYAL AIRCRAFT REFUELING HOSE P-5178 Specially 
developed tube to handle aromatic fuels. Strong three- 
braid construction for fueling and defueling service. TAN 
nonmarking cover is unaffected by elements or petroleum 
products and is resistant to abrasion. Carcass design gives 
Hlexibility and is light in weight, easy to coil and handle. 
Static wire furnished on request. 


Mechanical Goods Division 


U. S. ROYAL TANK WAGON HOSE P-5175 is both a suction 
and discharge for tank cars or trucks conveying gasoline and 
oils. This lightweight, extremely flexible hose has not one, 
but two fabric braids, plus a wire spiral. This construction 
provides a rugged body for suction and discharge service. 
It is a source of satisfaction to purchasing agents of major 
and independent oil companies to know that the superior 
U. S. Royal Oil Marketing Hose they need is readily obtain- 
able from their local Oil Equipment Jobber. 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 
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In Canada: Dominion Rubber Company, Ltd. 
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These Libbey items build traffic-and 
repeat customers-at low cost to you 


Here are two red-hot traffic builders in Libbey Safedge® Glass- 
ware, to help you bring in new customers—and bring them back! 
Yet the low cost of this terrific promotion will amaze you. 


The Aqua Swirl and Smoke 9%-oz. beverage glasses offer the 4 
colors and luxury look so increasingly popular with today’s host- § a 
esses. They're nationally advertised Libbey Safedge Glassware. 4 wae tae) 
Because glassware is always needed and wanted, these items q 
will attract customers eager to accept your gift. And it’s easy to 
serve them. The glasses come packed six dozen to a case, and each 
case contains 18 four-pack tray carriers, folded flat. Just flip up : 
the tray carrier, insert the four glasses, and you’ve got another be . i TF pave Swit, 
satisfied customer. ' ¥ Beveraue, ya-02. 


For complete information on the many ways possible to build 
traffic and sales with Libbey glassware, see your Libbey Premium 
Specialist, or write to Premium Department, Libbey Glass, Divi- 
sion of Owens-Illinois, Toledo 1, Ohio. 


°. 
(Old No, 749-1) 


LIBBEY SAFEDGE GLASSWARE Owens-ILuINoIs 


AN a) PRODUCT GENERAL OFFICES + TOLEDO 1, OHIO 
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Profile for low maintenance costs 


eas 


“fuel-p1 ‘oot 


2000- Series 


Bennett’s exclusive all metal “fuel-proof” by the one meter built to keep pace with rapid 
meter will handle any fuel that can be advances in motor fuel improvements. 
marketed for use in modern motor vehicles. (, Lifelong accuracy is engineered into the 
In today’s competitive sales situation, oil | é. Bennett “fuel-proof” meter. That’s one 
marketers appreciate the low maintenance ‘ of the many reasons why Bennett is the 
costs and long-term profit protection provided industry’s Standard for Comparison. 


STANDARD FC COMPARISON 










Mode 29 
iminated Oj 
Merchandiser 


1g . M | 24 

i 1 | Model 246 

i Li gle Model 56 AWTH Islander 
Fleet Jr . 


m5 


Model 244 | 


AWT Islander 
a fe 






Model 100 BMF 
Grease Dispenser 
















Model 98 
Tireflator 















be Model 248 
AWC Islander 
with Cash Box 






| Model 789 

| Fleetmaster Pump 
| with Ticket Printer 
| 








\ Model 506 
Barrel Pump 






Model 32 
Hose Reel 







Model 2008 G 
“Big G 
Transfer Pump 








LUE! 


gg w 
ated ae creel 


| 
MN ppbv for Fi CMPUUION 


Each of these Bennett products is built to be the finest of its type, to deliver the superior 
performance, maintenance economy and year-in, year-out dependability that have 
made Bennett famous as the Standard for Comparison. That’s why oil marketers everywhere 
rely on Bennett dispensing equipment for quality construction and peerless operation. 


JOHN WOOD COMPANY . Bennett Pump Division + Muskegon, Michigan 
District Offices: Albuquerque * Atlanta * Baltimore * Boston * Charleston * Chicago « Cleveland « Dallas * Denver « Detroit * Kansas City 
Little Rock * Los Angeles * New Orleans * New York ¢ Philadelphia * Pittsburgh * Rochester * Sait Lake « Seattle * St. Paul * San Francisco 
IN CANADA: JOHN Wood COMPANY LIMITED «+ Toronto + Montreal * Winnipeg * Vancouver 
Export: John Wood International Corporation, 29 Broadway, N. Y. Cable “WOODINTER” 


" Special Report 


New Competitive Forces 
In Oil Marketing 


one stop for everything This four-word concept is chang- 
ing retail patterns in hundreds of American industries. It’s 
shaping the new marketing philosophy of the 1960's. 


one stop for everything [It means what it says. Everything 
—from aspirins to zinnias, from food to fuel to furniture to 
fun—available in one concentrated area. It may be a multi- 
acre shopping center. It may be a single building. 


one stop for everything [t’s big and impersonal. Stressing 
diversification and volume, it spawned the discount house, put 
food chains into strange new lines, and turned the shopping 
center into a postwar phenomenon. 


one stop for everything [t’s beencoming for years. Nowit’s 
here in a big way, unleashing new competitive forces in all 
fields — including oil, which faces invasion by “outsiders”. 


® Is oil marketing ready? Will it be hurt by hard price com- 
petition from the “outside”? Can it buck a trend that runs 
counter to the interests of small neighborhood business, tra- 
ditional keystone of oil marketing? Is it taking full advantage 
of new opportunities and concepts? 





@ On the next page: How food chains are crashing oil marketing. 
@ In November: What discount and “mail-order” houses are up to. 
@ In December: shopping centers and “supermarket” service stations. 
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Food Fair is pioneering invasion of gasoline retailing 


How Food Chains Plan to Crash 


Food Fair and Grand Union have already made the move. Will others? 
Here's the competitive picture, and what it means to your business 


IL MARKETERS who think they have enough 

competition within the industry can get set 
for more—from outside it. Lured by longer mar- 
gins and what looks to some like a captive market, 
food chains are getting ready to crash the retail 
gasoline business. 

Already, two chains are as good as in: 

e Food Fair is constructing four stations ad- 
jacent to Philadelphia supermarkets. They'll be op- 
erated by Food Fair, will sell “FF” gasoline at cut 
prices. 

e@ Grand Union plans more than half a dozen 
shopping center stations on the East Coast. They'll 
be leased to majors and operated under major 
brands. One contract has already been let. 

So far, there’s no evidence that gasoline market- 
ing by food chains will amount to a runaway trend. 
There’s no proof, either, that potential is as great 
as some food men think. But oil marketers will be 
affected, and the food chains’ moves will bear close 
watching as they develop. 

What’s Happening Now—Food Fair broke the 
ice late in August, when company president Louis 
Stein told a stockholders’ meeting that Food Fair 
would open 100 service stations “in the foreseeable 
future.” These would sell regular and premium 
“FF” gasoline, and would be staffed by Food Fair. 
The figure was consequently trimmed to four sta- 
tions opening in 30 days, with 20 more to follow 
within 12 months. 

Stein based the chain’s decision on its experience 








Top 10 Supermarket Chains — 
Threat to Oil Marketers? 


Rank Company’ No. Stores Area 


| A&P 4,252 Eastern U.S. 
2 Safeway 2,117 Western U.S., 
parts of East 
Kroger 1,428 Midwest 
American Stores 823 Northeast 
National Tea 932 Midwest 
Food Fair 368 East Coast 
Winn Dixie 575 Southeast 
First National 543 New England 


COON AO ON W 


Grand Union 472 East Coast 


— 





with Best Markets in the Philadelphia area. Ac- 
quired by Food Fair over a year ago, six of the 20 
Best Markets outlets had pumps selling “Best” gas- 
oline at 2¢-3¢ under the market. Still operated un- 
der the Best Market name for legal reasons, the sta- 
tions have turned in a handsome profit, says Stein. 

On the heels of Food Fair’s announcement came 
the news that Grand Union, a northeastern chain 
with headquarters in Paterson, N.J., was leasing 
supermarket service stations to majors for operation 
under their own flags. Handling arrangements is a 
realty affiliate, Eastern Shopping Centers Inc. A 
contract has been signed with Cities Service for a 
station at the Prince George Plaza Shopping Cen- 
ter, outside Washington, D.C. Other oil companies 
are contracting for space at centers in Bradenton, 
Fla., and near San Juan, Puerto Rico. Eastern 
Shopping Centers plans four or five more super- 
market-stations along the East Coast. 

Just the Beginning?—Does the Food Fair move 
mark the start of a full-scale invasion? 

A quick check of the supermarket industry turns 
up nothing to show it. As a rule, the supermarkets 
have “no immediate plans” but are watching Food 
Fair’s experiment “with interest.” That’s the 
word from A&P, Safeway, Colonial Stores, Kroger, 
American Stores, and Winn Dixie. 

There have been scattered instances of other sup- 
ermarkets taking a flyer on gasoline, however: 

e Schwegmann Brothers, New Orleans, have 


‘been selling 450,000 gal. of private-brand gasoline 
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Colonial 473 Southeast, Midwest 


Special Report 








The Big Picture — Supermarkets and their Service Station Plans 


CHICAG Kroger: ‘We have no imme 
diate plans but are watching 
Food Fair with interest A&P: We have 


Chains admit no plans 
no plans at this time 


at this time, but are 
watching Food Fair. 


PATERSON 


Grand Union will lease 
stations at shopping centers to 


Safeway: ‘Our job is to pro- major companies 


vide better food at good prices 


We have no plans.” PHILADELPHIA 


Food Fair now operates 6 
stations at its Best Markets 
stores. Four Food Fair stations 
will open within 30 days 


Thriftmarket: “We may enter ATLANTA 


later on a concession basis.” 
Big Apple will include a service 


station among markets being 


National Tea: "We have NW ORLEANS built 


dropped the mobile pump we 
used in our parking lot. No 
other plans.” 


Schwegmann Bros. ore sell 
ing 450,000 gal. a month at 
two stations 


Price wars have cooled interest 
of local chains for the time being. 








be lower than a major company’s, since land costs 
are already fixed and service is not a prime clement. 
Even at a cut-rate price, food men believe they can 
clear fat profits on volume. They count on 40,000 
cars a week to fill their parking lots. 


Oil Marketing 


per month from two supermarket-stations. The gas- 


oline is a “loss leader” bringing in customers for 
the regular line. The stores recently added TBA, 
creating a unique situation in which Armstrong tires 
are sold at a rate lower than that charged by Sears- 
Roebuck, which owns 61% of Armstrong. 

e@ In Boston, First National Stores has sold gas- 
Oline at a station it uses to service its own trucks. 
Profit from the station has made the practice more 
than a gesture. The gasoline is sold under National's 
private label. 

@ National Tea’s experiment with a Kerr-McGee 
Shop ’n Gas cart at a St. Louis market (NPN—Apr. 
p 132) has fizzled out. National president H. V. 
McNamara attributes the failure of the plan to the 
“high class neighborhood in which the store was 
located.” He reports that wives preferred using their 
husbands’ credit cards to the supermarket’s service. 
Other sources indicate that cost of equipment may 
have proven too high. Carts were supplied from 
underground tanks and hydrants. 

In general, supermarket chains are standing by. 
If a trend is in the making, nobody wants to say so. 
But one could be. 

What’s Behind It—What might prompt super- 
markets to follow the lead set by Food Fair? Sev- 
eral factors, most of which spell profit. 

There are plus profits in diversification. 

The average supermarket operates on a gross 
profit margin of 20%. The markets do a volume 
business, but reap comparatively few profit dollars. 
In comparison, the average margin for service sta- 
tions is an estimated 23%. The 3% increase looks 
good to the food men. It develops even more allure 
when they figure that operating expenses could 
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It’s the same factor that prompted supermarkets 
to handle the non-food products, which now ac- 
count for 6%-8% of their sales. 

Competitive pressure is strong. 

Few supermarket men would deny that chains 
are quick to jump on the bandwagon when one 
spots a new profit builder. And Food Fair sports 
a healthy reputation as a trend-leader and smart 
merchandiser. It was first to experiment with sep- 
arate companies to handle shopping center realty, 
now a common practice among competitors. 

The markets also see the supermarket-station as 
an extension of the one-stop shopping principle. 
Many oil marketers disagree with the reasoning, 
but the chains seem to be convinced. 

There’s a customer-service element. 

Supermarket stations are seen secondarily as a 
service to customers. The real motive is profit, but 
the customer-service angle lends itself to promo- 
tion. Many food men think they can do a better 
merchandising job than oil men. “Our salesmanship 
is more flexible, more competitive,” they argue. 
“Most oil men heartily disagree. 

A lot will depend on whether Food Fair proves 
successful. If it does, a battle may be in the offing. 
Strengths and Weaknesses 

If a battle does develop, what can the supermar- 
kets mount as artillery against the oil marketers? 

e Their tremendous advertising and point-of- 
sale potential is undeniable. 

@ They're experienced in a high volume-low 
profit business. 

e@ Their operating costs are low, since serv- 
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sean oe" 


Schwegmann’s, New Orleans chain, sells 450,000 gal. a month as “loss leader” 


(Begins on page 141) 


ice is not a strong factor in the total concept. 

@ They’re conveniently located. 

@ They have national or broadly regional repu- 
tations, in many cases. 

Many of these same factors would work against 
the food chains in any decision to enter the com- 
petitive petroleum field en masse. They offer main- 
ly low price. Is this enough of a drawing card 
to take customers from stations where they get good 
and efficient service? Their cash-and-carry policies 
will deny them the heavy credit card and charge 
account business done by many stations. And their 
own locations may prevent them from opening sta- 
tions. Zoning laws and lack of space are paramount 
problems. 

This last drawback is currently being tested in 
Philadelphia. Stopping at a station in his district, 
state representative Vincent F. Scarcelli (D-Phila.) 
listened to a tale of woe told by the manager about 
the damaging impact of Food Fair’s new plan. Scar- 
celli promptly introduced a restricting bill in the 
state legislature at Harrisburg. House Bill 2340 
calls for a fine of $50 and/or 30 days in prison 
for anyone who sells liquid fuel at “any place 
where general items of food are sold at retail for 
home consumption.” Restaurants are excluded. The 
bill was promptly referred to the committee on cities 
and counties, where capitol sources expect it to 
die quietly. 

Food Fair obviously isn’t worried. Its first sta- 
tion (see map, page 146) goes up at a new mar- 
ket at Front and Godfrey Sts. in Philadelphia. 
Stations will be added to markets already standing 
at Roosevelt Blvd. and McGee Ave.; Oxford Ave. 
and Levick St.; 58th St. and Baltimore Ave. Clear- 
ance has already been granted by the Philadel- 
phia Zoning Board of Adjustment. 


How Food Fair Will Operate 


Heading the Food Fair operation, to be called 
Food Fair Service Centers, Inc., is Walter Leven- 


thal, son-in-law of Food Fair president Louis Stein. 
From Food Fair headquarters in Philadelphia, 
Leventhal will direct the expanding operation. 
Leventhal is young (35) and has previously served 
Food Fair as a broker. He bought fuel oil and 
sold it to Food Fair to heat stores. 

From 1951 to 1958 he directed operations of a 
fuel oil business in northern New Jersey and New 
York, building its sales, he says, from $75,000 to 
$1,750,000. He attributes the success of this bus- 
iness to “seeing the potential. We were fortunate 
and worked hard. I was aggressive and went after 
business.” 

What kind of men will make up his organization? 
“Oil men. There are no similarities between selling 
food and selling gasoline.” 

Food Fair says it won’t issue trading stamps at its 
service stations—despite the fact that Merchant’s 
Green Stamps is a Food Fair subsidiary. 

The stations will sell both a premium and a reg- 
ular gasoline. About 10% of the proposed sta- 
tions will offer servicing “when the traffic warrants 
it,” says Leventhal. 

There will be no large advertising campaign to 
herald the opening of the stations. “The customers 
will see the stations when they come to shop.” 

First stations (see cover) will be glass and cin- 
derblock superstructures. They will measure 30x68 
ft. Food Fair has also indicated that the Best 
Markets stations will be renovated. 


What It Means to Oil Men 


The Food Fair operation gives a good indication 
of what a trend would mean to oil marketers: 

e@ The local market will be diluted. Food sales 
were boosted in volume by a rapidly rising popula- 
tion. Gasoline sales are based on no such sky- 
rocketing figure. Gasoline sold by supermarkets will 
be that much less sold by regular service stations. 

e@ Prices may drop, just as they did when inde- 
pendents moved in with cut-rate prices. 
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Grand Union will play landlord role, lease stations to 
majors 


e Hours will vary the volume. Supermarket sta- 
tions—at first, anyway—will be open only during 
the week and during normal working hours. Serv- 
ice stations will have no supermarket competition at 
night or on Sundays. But most shopping is done 
during the week’s daylight hours and much Sun- 
day refueling is done on the road away from local 
stations. 

e Brand impact will suffer. The new “FF” gas- 
oline (which Leventhal hopes will attain branded 
status) simply augments the spread of private brand 
operations, already well on the upswing. 


e@ The supply question poses problems. Will a 
major sell unbranded to a supermarket, thus pro- 
viding more price competition for its branded deal- 
ers in the same neighborhood? 


e Trading stamps could be affected, despite 
Food Fair’s holdback. Where stamps are an impor- 
tant draw at stations, the same stamps offered at a 
nearby supermarket station could drain off busi- 
ness. Food Fair could even withdraw its Merchants 
Green Stamps from local service stations that offer 
them, restricting distribution to its own stations. 


How Oil Men See It—A survey of eastern mar- 
keting men gives a good cross-section of current in- 
dustry opinion. 

In Philadelphia, backyard of the initial super- 
market operation, Sun Oil vice president Willard 
W. Wright says, “I would say that if Food Fair is 
successful it might almost compel the other super- 
markets to try it. And I’m afraid they will be.” 


“But it’s just another form of competition. We 
will weather it. We have a good product, good serv- 
ice, and brand loyalty. And we can sell gasoline 
as cheaply as Food Fair. 


“Do I think the food men are better salesmen? 
No. We have some pretty keen marketers in the 
petroleum industry. 

“I think it’s possible FF could grow to brand 
status. They have money behind them. They can 
make it a success. But we’re tuned to meeting com- 
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QUICK FACTS ON FOOD CHAINS 


Merchandise line: 5,600 different items* 

1958 sales: $18,625,000, 7% over 1957* 

Total chain outlets: 19,400* 

1958 non-food sales: $1,820,000* 

Non-food profits: 25% of total net* 

Prices: Up 4.6% over 1957* 

Trading stamps: used by 35% of markets* 

Parking space: provided by 98% of markets} 

Size of parking lots: avg. 68,600 sq ft} 

Locations: 23% on highwayst 

Hours: Open avg. 72 hours a week; almost 28%{ open 
Sundays. Evening and Sunday hours more common in 
West. 


* From Progressive Grocer 
+ From Supermarket Institute 


petition as we find it.” 

Atlantic’s vice president in charge of marketing, 
D. T. Colley, finds the idea of a trend less likely: “I 
think the markets will be successful in a few in- 
stances but there is no over-all guarantee of success. 


“All they offer is price cutting and I think we can 
beat this. It will be a challenge. We'll have to do an 
even better job than we’re doing now. They’re used 
to placing a food product on a shelf and having 
somebody come in and pick it off. Selling gasoline 
or repairing a car is a hell of a lot different. 

“A 2¢ difference in price isn’t too bad. But a 3¢ 
margin will mean trouble. I don’t think there'll be 
a price war, but it may lower the fair trade price. 


“I sympathize with the station managers. What 
if they started selling sugar? The markets are going 
to be rough on the little man.” 


One marketing executive has a solution for the 
retailer: “People tell me that in areas where the 
supermarkets are promoting gasoline, the service 
stations can offer specials on staples like potatoes 
and sugar. They could buy carloads and sell it for 
less than the markets. This has been done success- 
fully with eggs.” 


The same executive finds the Food Fair move of 
no immediate importance, but “we may be wor- 
ried in five years.” He doesn’t have much sym- 
pathy for a station operator who finds the markets 
a new threat. “He’s not facing anything new. This is 
the competitive problem he has faced for 10 or 15 
years. Remember that people want service today.” 


Amoco retail executive G. M. Glazier says, 
“I personally think it’s the seed of new vistas 
and pattern possibilities. Toll roads were new ten 
years ago. Something is always changing . . . I 
think this might well become something important.” 


Another marketing vice-president admits his 
company supplies some unbranded accounts. “Na- 
turally the small operator doesn’t like it. You can’t 
blame him. But service and a good efficient oper- 
ation can always protect him against cut rates. And 
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(Begins on page 141) 

I think Food Fair is going to sell volume, not 
service. Many of their locations do not lend them- 
selves to good service station operation. 

“I don’t think it’s really one-stop shopping. 
You'll have a customer leave his car at the pump 
and ask for two gallons. Then he’ll wander away 
for an hour. It’s really two stops. 

“Our main worry is price cutting. And we would 
be worried if it turned out to be a trend. We have 
acquired some properties near supermarkets. 

“Will they reach branded status? I don’t know. 
The biggest factor here is the supermarket adver- 
tising set-up. The advantages they have here are 
tremendous. They can snow the public under with 
advertising and build prestige this way.” 

E. W. Lang, vice-president in charge of sales at 
Cities Service, says it’s difficult to evaluate the Food 


Fair stations as part of a trend. “Their success will 
determine this. It has been tried before on a small- 
er scale.” “(Best Markets were supplied for a year 
by Cities Service) 

“We would be glad to entertain supermarket 
deals where we lease the station,” says Lang. Food 
Fair’s type of operation, he says, “may grow to a 
branded status. Food Fair has grown tremen- 
dously and they are progressive merchandisers. | 
feel our industry has been too ready to stick to 
tried and true methods. We're not as progressive 
as supermarkets and druggists. We’ve dragged our 
feet a little. We need more emphasis on mer- 
chandising, less on price. Merchandising is certain- 
ly the answer to this problem of competition.” 

Tidewater Oil’s eastern division manager, R. G. 
Reed, feels there is a possibility of a trend. “But 
I feel they are restricted to tying in with their mar- 
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First Food Fair station will affect seven major outlets 





4 “Its bound to hurt business. You can’t tell your cus- 
tomers that Food Fair’s gas is no good. And they'll 
cut prices—just the way Best Markets did. This kind of 
thing is killing off small businessman. I think the big oil 
companies should do something about it. They have the 
money.”—Harry G. Neger, manager, Atlantic. 


What Philadelphia Dealers 


] “I see nothing to admire in this move. The supermarkets 

are bound to cut prices. That’s the supermarket way. 
I think most people will stick with a legitimate enterprise, 
though. We'll just offer better service. Besides, they'll be 
selling that third-rate gasoline the oil companies would 
have thrown in the river.”—Charles G. Merschen, man- 
ager, Texaco. 


5 “This is the same thing that Sears Roebuck did. What 

can you do? Nothing except boycott the company that’s 
letting their distributor undercut you. You see, you need 
a sideline to make a profit. Gas is only an advertisement. 
It wouldn’t pay one man’s salary. Yes, we'll lose business, 
just as we did with price cutting. Food and gasoline don’t 
mix. This is going to bring the most tremendous price war 
this area has ever seen.”—F. O. Gelhert, manager, Sinclair. 
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kets. I doubt if they would ever open a chain of 
separate stations. 

“We aren’t worried. We see no great threat. They 
have nothing new to add in advertising and mer- 
chandising. The oil companies are doing a good 
job.” 

Another oil company executive is emphatic in 
his attack on companies that would supply the 
supermarkets. 

“It is a mistake to let our industry be prostituted 
in this manner. It is certainly not a progressive 
step.” 

Another marketer, whose company has been 
asked by Food Fair to make a bid on supplying the 
gasoline, reports they turned it down. “We have a 
strong policy which prevents us from being oppor- 
tunistic like some of the other companies,” he says. 

“Supermarkets are going to get into this far 


Special Report 





enough to discover there’s no pot of gold at the 
end of this rainbow and then they'll have to pull 
back on the oars. It’s a fact that most service sta- 
tions at shopping centers don’t do too well. You 
have to make sure that the station can also service 
a main artery and not depend strictly on shoppers. 

“But there is the fact that supermarket custom- 
ers usually come in more . . . sometimes two or 
three times a week. A woman who comes in that 
often might well establish the habit of always get- 
ting her gas there. 

“Zoning will be a problem for them. It has been 
for us sometimes.” 

Over-all, marketers aren’t alarmed by the threat 
of a food-chain invasion. But over the coming 
months, everyone will be keeping an eye on Food 
Fair. 

NEXT MONTH: What discount houses are planning 





About Station Competition 


“I don’t think it will hurt us. We sell a quality gas. 

We do a fair gas trade but most of our business is 
repair work. We do a neighborhood business and I think 
our customers will remain loyal. We honor Amoco credit 
cards and that accounts for a good 40% of our business.” 
—Larry Conway, partner, Amoco. 


6 “There’s nothing you can do about it. If they’re going 

to stick service stations in, they'll do it. I don’t think 
I'll lose much business, though. Those guys that shop for 
price are no good to you anyway. And a good deal of my 
business is with Esso credit cards..—Fred Merkel, Jr., 
assistant manager, Esso. 
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from Food Fair 


3 “It won't hurt us too much. Half of our customers charge 

the gas and repair work we do. If they cut prices it 
will hurt a little, though. But we're not too worried.”— 
Bill Dewan, attendant, Atlantic. 


“The people who like you and want good service will 

still keep coming in. But there’s no doubt business 
will be hurt. They'll cut prices. What’s the sense in kidding 
ourselves? If the oil companies wanted to stop it, they 
could. We're prepared to lose the bargain hunters and a 
certain amount of regular trade.”—Sidney Bernstein, man- 
ager, Tidewater. 





Mr. Jobber: Conoco can guarantee 
your customers total satisfaction with this 
new miracle of petroleum chemistry... 


World’ Firs 
at a Moto 


New Conoco all-season Super Motor Oil 


Now Conoco is the first to bring you a product with Super 
Lubricant standards at a motor oil price! It’s new Conoco 
all-season Super Motor Oil. Here are the facts .. . 


Q. 
A. 


Q. 
A 


When does a motor oil become a Super Lubricant? 
When it extends its protection far beyond the standards 
of conventional oils. New Conoco all-season Super—a 
completely new formula for today’s powerful new cars— 
does just that! 


Are there other Super Lubricants? 

Yes; though up to now, they’ve been so costly, only lim- 
ited applications could be made of them. New Conoco 
all-season Super is the first to achieve Super Lubricant 
standards at a motor oil price! 








Does it offer Conoco’s exclusive Oil-Plating protection? 
Yes; it won’t drain down, even overnight. Only Conoco 
brings your customers this important, exclusive protec- 
tion. New Conoco all-season Super assures faster starts, 
automatic warmup, up to 80% less wear. 


Is it safe to recommend during the “break-in” period? 
Certainly. Its 10/30 weight assures total engine protection 


Q 
& 





instantly. After the break-in period, New Conoco all- 
season Super adjusts perfectly to low, medium, or high 
engine temperatures. All automotive engines made today 
require its extra safety-margin of protection! 








What will this new Super Lubricant do? 

New Conoco all-season Super will increase usable horse- 
power, improve gasoline mileage, extend battery and en- 
gine life, maintain prompt acceleration, and free motor- 
ists forever from making seasonal oil changes. 


Does it come in a new can? 


The brightest, best-looking can ever to add sparkle to a 
station shelf . . . gold with a black bull’s-eye. 


Shall a dealer wait until the next oil change before 
recommending a refill? 
Chances are, once motorists know about the total engine 


rotection this Super Lubricant provides, they’ll want it 
for their cars’ engines right away! 


Can I count on fast delivery? 


You certainly can. Simply contact your nearby Conoco 
Division Manager. He’ll do the rest! 


It’s new... it’s news from CON 
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Super Lubricant 
Oil Price! 


Want to get your hand on the Hottest Brand Going? 
Contact the Conoco Division Manager nearest you. 


R. W. Abrahamson, 912 Baker 
Building, Minneapolis 2, Minn. 


G. W. Brown, 244 Rowan Bidg., 
6000 Camp Bowie Bivd., 
Fort Worth 16, Texas 


R. E. Caruthers, Fidelity National 
Building, 200 North Harvey, 
Oklahoma City 12, Oklahoma 


Dale Chapman, 1755 Glenarm PI., 
Denver, Colorado 


J. B. Dickey, 2158 Union Avenue, 
Memphis, Tenn. 


W. S. Dulaney, 
800 Commerce Building, 
New Orleans 12, Louisiana 


CO... 
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K. T. Johnson, 1300 Main Street, 
P. O. Box 2197, Houston, Texas 


C. 0. MacLeod, 757 West Second 
South, P. O. Box 2250, 
Salt Lake City 10, Utah 


Hugh McBirney, 
400 West Madison St., 
Chicago 6, Illinois 


J. L. McCulley, 
1242 North 28th, 
Billings, Montana 


K. R. White, 
836 Stuart Building, 
P.O. Box 393, Lincoln 1, Nebraska 


J. G. Willis, 6183 The Paseo, 
Kansas City 10, Missouri 


ottest Brand Going! 
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© 1959, Continental Oil Company 
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BY GORMAN-RUPP....  CINPIE DIM 
TO MEET ALL FUEL DELIVERY NEEDS 


40 to 140 GPM, positive action, sure priming, trouble-free performance, no check valve—all 
in the new Gorman-Rupp 02F3 Pump. Here’s the unit specifically designed for quick, efficient 


fuel oil deliveries. Time is money—so save time THE GORMAN-RUPP COMPANY 
—see your Gorman-Rupp Dealer Today! 305 BOWMAN STREET * MANSFIELD, OHIO 





i 





dual installation of Model 02F3 for gasoline and fuel oil delivery. 
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Transportation 





The Big Changes 
In 1960 Trucks 





STYLING CHANGES will make new trucks look more like passenger models RIDING COMFORT results from Chevy's 


torsion-bar front spring arrangement 


This will be an unusual year for Big Three truck manufacturers. The 1960 
lines will be really new in styling, riding qualities and engine design. 
The object: to speed up replacement of rolling stock still on the roads 


ITTLE NOTICED in the flush of publicity over 

Detroit’s new cars is a mighty upheaval in 
truck engineering. The Big Three, burned by the 
steady inroads of more 
costly but durable inde- 
pendent makes, have 
fought back this year by 
applying design talent 
normally reserved for 
passenger Cars. 
GMC, Chevrolet, Ford and Dodge are stimulated 


DETROIT . 
NEWSLETTER Wj’ 


By DONALD MacDONALD 


in part by burgeoning industry sales, expected to 
exceed 970,000 this year and to pass the million 
mark in 1960. But their eyes are mostly on trucks 
in use six years or longer. This group represents 
57.3% of the 10.3-million units estimated to be in 
commercial service currently. They total more than 
at any time since 1948. 

Detroit’s problem has been that nothing new and 
different enough was offered to stimulate sales based 
solely on technological advance. The pattern now 
is changing. Call it planned obsolescence if you 
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Transportation 





GMC says new 60-degree “V” gasoline engines will have 
three to four times the life potential of existing gasoline 
engines 

(Begins on page 151) 

wish, but at least two makers have 1960 products 
that should make the truck buyer take a long sec- 
ond look at the economics of running his present 
equipment into the ground. 

The radical changes don’t go quite as far as sub- 
stituting gas turbine engines. It’s true that GM’s 
Allison Division is in limited production on its GT- 
305 design, but most of the 15 sold so far are des- 
tined for experimental usage. Included in this total 
is a second-generation Chevrolet “Turbo-Titan”’ in- 
stallation, which is not for sale and won’t be in the 
foreseeable future. (Fourteen major oil companies 
estimated in 1955 that there would be 60,000- 
300,000 such vehicles on the highways by 1960. 
The prediction has proved very wrong.) 


What’s New in the New Lines 


Biggest news is Chevrolet’s 1960 concept that 
trucks can be comfortable as well as durable. For 
the past few years, all makers have paid consider- 
able attention to cab comfort, but spongy cushions 
can hardly make up for anvil-like springs. In its 


new models, Chevy has created a different kind of 
ride. In a tandem dump loaded with 21,000 Ibs of 
gravel, it literally rivals that of a standard Ameri- 
can passenger car. 

Strong statement, yes, but NPN rode it on a 
washboard test road immediately after a session in 
the equivalent 1959 model with an identical load. 
The new torsion-bar front springs carried us over 
this extremely severe condition comfortably at a 
road speed 20 mph higher. The test was duplicated 
in the current and new pick-ups, both unloaded. 
These we drove personally. They, too, have the new 
torsion bar front spring arrangement, plus a trailing 
arm rear-end suspended on coils. One has to ride 
in this new truck to believe it. 

Chevy will completely revamp its truck styling, 
which seems to be an unnecessary adjunct to its 
new chassis. So will GMC, plus gopying (at least in 
its lighter models) Chevy’s torsion-bar and coil 
suspension. However, larger “jimmies” feature 
America’s first V-6 engines in mass production, 
plus a V-12 with 60% of its parts interchangeable 
with its half-sized cousin. These all-new gasoline- 
fired engines are claimed to give near-diesel dura- 
bility of between 100,000 and 200,000 miles be- 
fore overhaul, because they produce peak torque 
at an easy 1600 rpm. Also, their first cost is 
planned to be considerably less. 

Meanwhile, GMC is taking full advantage of 
Detroit Diesel’s new line of engines. Most recent 
to be installed in production trucks are V-6’s, V-8’s 
and V-12’s that range from 240 to 375 hp with 
turbosupercharging and still fit within the confines 
of a minimum length cab-over chassis. Thus, GMC 
in a sense is competing with itself, but in reality 
offers the operator what can fairly be called the 
world’s most modern line of engines, both gaso- 
line and diesel. 

Chevrolet and Ford, too, are eyeing the lucrative 
diesel option in the heavy-duty chassis that they 
already offer. They plan early introduction of such 
vehicles. Dodge, though, is well ahead in this area 
of popular-priced heavy-duty models. It will shortly 
introduce a cab-over series powered by Cummins 
diesels ranging from 175 to 220 hp. 


Serious consideration is being given by all these 
makers to abandoning the yearly model change, a 
habit generated by their passenger car parent 
companies. Trucks, they reason, are bought pri- 
marily for economics. Styling obsolescence will 
not influence an operator, except perhaps in the 
¥% to 1% ton range. Independent makers, of 
course, have long since realized this fact of truck- 
ing life. 

Main problem confronting the Big Three, with 
the exception of GMC, is the production confusion 
generated by the necessity for custom building. 
Can mass production techniques of running pick- 
ups and tandem dumps down the same line be 
adapted to the requirements of fleet operators in- 
terested in long-term economy? It remains to be 
seen. Ld 
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Davidson 
Monarch Wall 
Architectural 
Porcelain 
Panels for 
Interior Walls 





Fenestra 
Hollow Metal Doors, 


Frames, and 
Hardware 


Fenestra 
Fenlite 
Windows 


Davidson 
Architectural 
Porcelain Panels 
for Exteriors 





T ilored to YOUR specifications for one station or several 


_ Windows 


6 vr cht tin . Interior Architectural 
nah Porcelain Enamel on Steel _ 








ver = 


>» \4 





SENSATIONAL NEW 


Winter Profit-maker 


“PRESTONE” WINDSHIELD DE-ICER 


BRAND 


Melts ice 
quickly, easily... 
keeps windshield 
ra (=Yo] a 


A terrific impulse sales item! 


Take advantage of this ready-made market... 
order now... display prominently ...make sales fast. 


ALSO INTRODUCING THESE “PRESTONE” PRODUCTS..: 


Windshield Washer Rubber Lubricant —_ Carburetor And 

Anti-Freeze Concentrate TWN Metal Parts Cleaner 

Keeps windshield washers going “ Simply mix this lubricant with \Saaeee = «For fast, easy cleaning of 

in freezing weather when mud water to make a custom blend S | automatic transmission parts, 

and slush spatter windshields. for every need. Speeds tire | brakes, fuel pump, etc. Removes 

Cleans and de-ices. Protects mounts while special rust carbon deposits, oil, varnish, 

washer system from breakage = — inhibitor protects rims. Stops ‘ Sludge and other residues. 

due to freezing. Won't harm = rubber squeaks. Restores new SS Special chemically treated seal 

car finishes. SS life to all rubber accessories. wigeee cuts down evaporation . . . pro- 
longs cleaner life, saves money. 


“‘Prestone’”’ ‘‘Eveready’’ and ‘‘Union Carbide” are registered trade-marks of Union Carbide Corporation 
UNION CARBIDE CONSUMER PRODUCTS COMPANY = Division of ES Corporation + 30 East 42nd Street, New York 17, N. Y. 
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PETROLEUM SALES MANAGERS: 





If you want your 





TBA operation to 


look doubly good 


.. . LOOK HERE! 


Your entire TBA picture will take on a sharp, prosper- 
ous new look when you headline The General Tire and 
its complete line-up of tubes, batteries and accessories. 
Likewise, every one of your basic products and services 
will benefit as never before. For the biggest break you, 
your dealers and customers have ever known, GO with 
GENERAL TIRE today! 


@ Complete line of passenger, truck and farm tires 

@ Consistent and concentrated advertising help 

@ Complete marketing and merchandising programs 

@ Warehouse facilities as near as your nearest telephone 


@ Sales training aids designed to boost sales and profits 





makes your sales 


jump to attention 





write today to: 
uL. L. MIGBEE, 
TRADE SALES MANAGER 


THE GENERAL TIRE & RUBBER COMPANY 


AKRON, OHIO 
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Automotive 


Can Engine Rumble Be Cured? 


Yes, if gasolines and lubricating oils are selected carefully, says 
GM Research Labs. Do your products fill the bill? Here’s how to tell 


NE OF THE PESKIEST engine noises is “rumble.” 

It has appeared in the last few years in con- 
nection with higher-compression engines. Some 
recent reports seemed to indicate that when com- 
pression ratios get up around 12:1, there’s prac- 
tically nothing you can do to get rid of rumble 
using commercial gasolines. 

T’ain’t so, says a new report by General Motors 
Research Laboratories*. The major conclusion of 
the report is this: 

“Higher compression ratios and correspondingly 
higher engine efficiencies can be reached without 
objectionable rumble if oils and fuels are care- 
fully selected.” 

In oils, 10W-30 has significantly less tendency 
to rumble than 20W, reports General Motors (see 
Table 2). 

In motor fuels, tetraethyllead (TEL) contributes 
to the occurrence of rumble, the study says, but 
when TEL is used to improve the antiknock qual- 
ities of a gasoline, phosphorous additives will mini- 
mize rumble (see Table 1). 


What Is Rumble? 

Rumble is a low-pitched, rapping noise that 
sounds as if connecting-rod bearings are loose. It 
begins to occur at compression ratios of about 
9.5:1 and gets worse as compression rises. 

Rumble is caused by combustion-chamber de- 
posits. Instead of burning progressively, the fuel- 
air mixture is ignited at a number of places by 
deposit hot spots. This builds up abnormal pres- 
sures and shocks engine parts. The rumble sound 
comes from vibrations in the engine structure. 

Besides causing noise, rumble impairs engine 
efficiency, says GM Labs. Generally 5%-6% less 
work is done during the rumble cycle, but under 
some circumstances up to 13% less. 


How to Get Rid of Rumble 

General Motors Research Laboratories says 
cars can be operated satisfactorily at compression 
ratios as high as 12:1 even under light-duty driv- 
ing conditions, when deposit accumulation tends to 
be high. However, this requires careful selection 
of lubricating oils and fuels. 

What Oil Works Best?—In every case tested, 
engines using 10W-30 oils had less rumble than 
those using 20W. 

With 20W, rumble increased sharply between 
1,000 and 2,000 miles. After 3,000 miles the 
* This report was presented in August to the Society of Auto- 
motive 7 — international West Coast meeting, Vancouver, 


B. C., by F. Stebar, W. M. Wiese, and R. L. Everett of the 
fuels and lubricants dept., GM Research Laboratories. 





i Tendency to rumble (LIB number) 


24 How Fuel Affects Rumble 




















UNLEADED 
e 
A c 








é none 
Phosphorus i none 
(theories) 











TABLE 1. Phosphorous additive reduces rumble of engine 
using leaded gasoline. Unleaded gasoline had no rumble 
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TABLE 2. Some oils cause more rumble than others. En- 
gines using 10W-30 have less rumble than those using 20W 


rumble tendency was beyond the reach of even 
super-premium gasolines with considerably more 
phosphorous additive than is now in general com- 
mercial use. 

However, with 10W-30 oil, rumble actually de- 
clined at 2,000 miles, and even above 6,000 fell 
well within the effectiveness of super-premium 
gasoline with phosphorous additive. 

What Fuel Works Best?—Use of phosphorous 
additives, says General Motors, appears to be 
the practical way of minimizing rumble. It reduces 
the rumble encountered in using TEL, which is 
added to gasoline to improve antiknock qualities. 

“TEL is a large contributor to the occurrence 
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of rumble,” says GM Research Labs. A test en- 
gine wouldn’t rumble at all using a non-leaded, 
99-research-octane gasoline. 


“From an antiknock standpoint, of course, TEL 
is very effective and economical,” the report says. 
“Therefore its use will undoubtedly continue... . 
Phosphorous gasoline additives can be used to 
reduce rumble when leaded gasolines are used.” 


Within certain limits, the more phosphorous 
put into the gasoline, the better is rumble control, 
GM reports. “Nearly all of the phosphorous-con- 
taining gasolines marketed today contain between 
0.1 and 0.3 theories of phosphorous,” it says. 
“This amount of phosphorous appears to be 
reasonably effective at today’s compression ratios 
but may not be adequate when higher compression 
ratios are reached.” 

For best results, the phosphorous additive must 
be used continuously, says the report. And engine 
deposits should be removed to start with. 


GM Labs tested six super-premium fuels and 


found them essentially the same in antirumble 
qualities. It concludes that “the development of 
gasolines having high deposit ignition resistance 
appears to be a desirable area for further research.” 

The report indicates the tendency of engines 
to rumble may vary in different parts of the 
country, under varying weather conditions, and at 
different times of the year. Here’s how: 


e@ Most important, the drier the air, the more 
rumble. Even within the moisture changes normal- 
ly encountered in one year in the Midwest, test 
engines ranged from highly rumble prone at the 
dry extreme to slightly rumble prone at the moist 
extreme. 

e@ The hotter the air, the more rumble. Al- 
though temperature has less to do with rumble 
than humidity does, these tend to cancel each 
other out during seasonal weather variations since 
humidity generally increases with temperature. 

@ The greater the engine load, the more rumble. 

@ The higher the engine speed, the more rumble. 


ABC's of Engine Noise 


How to tell wild ping from spark knock, rumble 
from run-on—and what can be done about them 


HE HIGHER compression ratios get, 

the more strange noises you're 
apt to hear. With today’s mounting 
ratios, you’re coming up against a 
proliferation of outer-space engine 
sounds. Engines don’t just knock now- 
adays, they ping, rumble, run on, pre- 
ignite, postignite, and suffer from run- 
away surface ignition. 

To explain this bewildering sound 
spectrum Ethyl Corp. has issued a 
report that discusses each noise, its 
effect on engine operation, and how 
to combat it. Here’s a recap: 


Normal Combustion 


Ethyl defines normal combustion as 
a process initiated solely by a timed 
spark, and in which the flame front 
moves completely across the com- 
bustion chamber in a uniform man- 
ner at a normal velocity. There is 
no sudden release of energy from the 
fuel-air mixture, nor are there any 
auxiliary sources of ignition from hot 
surfaces within the combustion cham- 
ber. However, engine roughness as- 
sociated with high gasloads and me- 
chanical deflections of engine com- 
ponents can accompany normal com- 
bustion. 


Abnormal Combustion 


In abnormal combustion, explains 
Ethyl, a flame front may be started by 


hot combustion chamber surfaces be- 
fore or after spark ignition. Part or 
all of the charge may be consumed 
at extremely high rates. Here are the 
forms of abnormal combustion: 

Spark Knock—A recurrent noise 
associated with autoignition of a part 
of the fuel-air mixture ahead of the 
normal flame front. It can be con- 
trolled by the spark advance (advanc- 
ing increases spark knock intensity, 
retarding reduces it). This definition 
does not include knock induced by... 

Surface Ignition—Initiation of a 
flame front by any hot surface other 
than the spark discharge before the 
arrival of the normal flame front. It 
may or may not cause noise. It is 
divided into. . . 

Preignition and postignition—A sur- 
face ignition before or after the oc- 
currence or passage of normal spark. 
Preignition is the more severe. 

Knocking Surface Ignition—This is 
knock preceded by surface ignition, 
and is not controllable by spark ad- 
vance. It is usually erratic. The most 
effective ways of combating it have 
been (1) Tailoring fuels and lubes to 
reduce combustion-causing deposits; 
(2) Using phosphorous additives to 
change the composition of existing 
deposits. 

Wild Ping—tThis is a variant of 
knocking surface ignition, consisting 
of one or more erratic, sharp cracks. 
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ABNORMAL COMBUSTION 
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| WILD PING | 


| RUMBLE | 


It’s probably the result of compara- 
tively early surface ignition from de- 
posit particles, and disappears when 
these particles are exhausted. 

Rumble—A _ low-pitched thudding 
noise (see facing page). 

Run-on—Continuation of engine fir- 
ing after the electrical ignition is cut. 
Caused by heated deposits continuing 
to fire the fuel-air charge. 

Runaway Surface Ignition—The 
most destructive type of surface igni- 
tiou, it occurs earlier and earlier in 
the cycle. Generally caused by over- 
heated spark plugs, valves or other 
combustion-chamber surfaces, not by 
floating deposit particles or deposits 
adhering loosely to combustion-cham- 
ber walls. With hot surfaces igniting 
each fuel-air charge earlier than the 
preceding charge, serious overheating 
and structural damage (holes in piston 
head, broken piston rings and lands) 
can result. 
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Perfect pick-up for all cars, small trucks! 


wer 


EAVER SWIVEL ARM 


SINGLE POST FRAME LIFT 
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ALSO AVAILABLE~-NEW ROLL-ON LIFT 


Another new product of Weaver Engineering! 
New Single-Post ‘‘Low Wide Runway” Roll-On 
Lift handles wheel treads from small foreign cars 
to the wide tread Pontiac. It is believed to be the 
only Roll-On Lift equipped with a bolster sec- 
tion which will permit bearing one-half its rated 
capacity load on one end of the superstructure 
with no load on the other end. Write for inform- 
ation today. 


The new Weaver Swivel Arm Single Post Frame Lift 
gives service stations complete flexibility in car handling 
at relatively low cost. It is engineered to raise any Amer- 
ican or foreign car or any pick-up truck, regardless of 
frame construction, at the chassis pick-up points recom- 
mended by the manufacturer. 


Long-reach reinforced lifting arms, rotating from a 
narrow, one peice all-welded center section of extra- 
strength solid steel, swing easily to under-chassis lifting 
points. Movable adapters can be adjusted to four height 
positions. No attachments are needed. 


This new Weaver Swivel Arm Single Post Frame Lift 
offers many new and exclusive design features for safety, 
fast handling and convenience. It requires minimum 
space. Three models available: Air-Oil Operated, Semi- 
Hydraulic . . . Air-Oil Operated, Full Hydraulic... 
or Electric-Oil Operated, Full-Hydraulic. For complete 
information write us for catalog No. 842. 


Versatile Four-Position Height Adapters e Illustrations 
above show the four height positions—5”—7 14"—8 34” and 
1114” from floor, with lift down. These advanced design 
movable adapters eliminate need for extra attachments. 
Adjustment is simple. 


WEAVER MANUFACTURING COMPANY, SPRINGFIELD, ILL., U.S.A. 
Division of Dura Corporation (Formerly Detroit Harvester Company) 


ETE LINE — AND NO ONE BUILDS IT BETTER THAN WEAVER 


SERVICE SHOP EQUIPMENT 


SINCE 1910 


Complete Weaver line includes: Twin Post* Lifts e Triple Post Lifts* ¢ Frame Type, Roll-On and Free-Wheel Single Post Lifts @ Unit 
Lifts e Bumper Jacks @ Car Washers @ Wheel Alignment Equipment e Headlight Testers e Brake Testers e Wheel Balancing 
Equipment e Jacks @ Wheel Dollies e and Air Compressors. (*Registered Trademarks) 
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Management 





How DX Is Rebuilding Its 
Marketing Structure 


With vice president Stanley 
Breitweiser (right) at the controls, 
DX Sunray is riding its “Boron” 
rocket to new sales records. Now, 
convinced that a bright sales 
picture can be made even brighter, 
DX is decentralizing, setting up 
new staffs and departments. 
Here's what's happening. 


S PORTING a bright new brand sign and a zesty 
merchandising program, DX Sunray Oil is get- 
ting organized for still bigger things. 

The “new” DX Sunray got its start in 1955, as 
refining and marketing subsidiary of the newly 
merged Sunray Mid-Continent Oil Co. DX primed 
its sales program with “Boron” gasoline, stirred 
in expansion ingredients, and saw branded sales 
rise from 473.9-million gal. in 1957 to 508.7-mil- 
lion last year. 

Sales are still rising. To keep them that way, 
and to make sure its merchandising program doesn’t 
sag for lack of field authority, DX is decentralizing 
its marketing management. 

Bigger companies—notably Continental Oil— 
have done the same thing recently. That DX is 
doing it indicates how much this Tulsa company 
has grown, and how much growth it has in mind. 

In the last 10 months, DX has bought Tide- 
water Oil’s marketing properties (81 stations, 16 
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bulk plants) in 10 Midwest states. It has bought out 
one of its biggest and oldest jobberships, Gafill Oil 
of South Bend, Ind. (66 owned stations, 23 bulk 
and sub-plants). DX is now operating Gafill as a 
model jobbership (see next page). 

In an industry sense, these purchases were pea- 
nuts compared with the parent company’s acqui- 
sition of 97.5% of Suntide Refining Co., Corpus 
Christi. Suntide has been in the Sunray family 
since its inception after World War II. In the last 
two years, Sunray has increased its holdings. But 
what had promised to be a worry-free honeymoon 
began clouding over five years ago, when Suntide, 
like other coastal independent refiners, found its 
regular markets drying up. 

Will DX try to solve that problem by moving 





(Begins on page 159) 


across the Red River out of Oklahoma, and down 
to the Texas coast? Management skirts the question 
smilingly, but few competitors doubt that Texas— 
and perhaps other coastal states—will eventually 
be added to present DX territory.* 

While competition speculates, however, DX 
moves right along with its jobber and retail mer- 
chandising program and its decentralization plan. 


How DX Is Reorganizing 


Five DX divisions have been trimmed to three. 
Most decision-making responsibility now rests 
with the DX divisions. The limited authority 
they had before passes to the districts under them. 
Headquarters will concern itself primarily with 
making policy and evaluating field operations. 

New departments and groups have been set up— 
a marketing research and planning staff, and staffs 
for merchandising, trade relations, technical and 
special accounts, and marketing services. 

There’s also a new top group called a marketing 
council. Composed of department heads, it’s chaired 
by former marketing V.P. Stanley D. Breitweiser. 
Now executive V.P., he directs all marketing, re- 
fining and pipeline operations. 

Most sales policies and programs will come out 
of the marketing council. They’ll be coordinated 
by D. C. Wixson, administrative vice president of 
marketing. 

The direct contact man between Breitweiser 
and the three division managers is N. B. Ingram, 
general sales manager. His field now includes both 
jobber and company-owned retail accounts. Divi- 
sion and district men under him will handle both 
types (formerly there were separate sales groups for 
each). 

The Old Way—Under the former setup, decision- 
making authority was tightly held by headquarters. 
As other growing companies have found, this tends 
to stunt growth as boundaries expand. Accounts 
and business can be lost during the slow process 
of clearing requests and recommendations. 

The New Way—tThe three DX divisions, oper- 
ating on budgets they help make up themselves, 
can now do almost anything on their own (excep- 
tion: disposing of station or bulk plant properties). 
A division manager can buy bulk plant and service 
station sites, build plants or stations, lease or ac- 
quire leases, remodel, and rebuild, and execute 
contracts with distributors. 

Districts can now do such things as okaying 
station equipment (before, they could only recom- 
mend). Districts, reduced from 26 to 18, continue 
to function primarily as a sales force. 

DX expects this streamlined communications 
setup to provide on-the-spot authority to get new 


*Arkansas, Illinois, Indiana, Towa, Kansas, Kentucky, 
Louisiana, Michigan, Minnesota, Missouri, Mississippi, Ne- 
braska, North and South Dakota, Oklahoma, Tennessee, 
Wisconsin. 
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business or smooth out problems on old accounts. 
Field Liaison—To keep the company in tune 
with jobbers and dealers, DX has created a trade 
relations department, managed by B. R. (Bennie) 
Davis. One way to improve relations is to improve 
profits, and Davis is a firm believer in the idea 
that profits depend on sound management and mer- 
chandising. He has already started a DX Dealer 
Management Center in Tulsa, and helped set up 
a curriculum in oil marketing at Tulsa University. 
DX expects Davis to spend much of his time 
on driveways and at bulk plants. He’s holding a 





How a Model Plant 


Staff and field men are learning 
from controlled ‘jobbership’ 


A® UNUSUAL marketing experiment is going on 
in South Bend, Ind., where DX Sunray is op- 
erating the former Gafill Oil Co. as a model job- 
bership. 

The objective is to learn more about jobber op- 
erations, so that DX can work more effectively with 
its 240-odd branded jobbers. The jobbership serves 
as a testing ground for merchandising and promo- 
tion ideas, indoctrinates DX people into jobbing— 
and makes money for DX. 

Before DX bought the company last Decmeber, 
Gafill had handled DX products for 44 years. It was 
one of the biggest Midwest jobberships: about 200 
outlets, including 23 bulk and sub-plants, 66 owned 
stations, and an extensive heating oil market. When 
DX bought the company, marketing (now executive) 
vice president Stanley Breitweiser saw a chance to 
find some answers he had long sought. 

How DX Took Over—DX made a few organiza- 
tional changes as possible in order to preserve Gafill 
as a jobber operation. 

J. Bruce Gafill, Jr., owner and general manager, 
bowed out when the transaction was completed. The 
company name was changed to Gafill DX Oil Co. 
N. B. Ingram, DX general sales manager, was made 
president of Gafill DX. George F. Defiel, former 
assistant manager of DX’s real estate department, 
was made general manager and vice president. H. C. 
Lindberg, central division sales rep, was named sales 
manager. The remainder of the Gafill organization— 
some 40 persons—was kept intact. 

Defiel runs Gafill DX. Ingram analyzes results and 
directs policy from DX headquarters in Tulsa. 


What DX Learned 

Ingram makes these observations on the Gafill 
operation as DX found it: 

e While big, it was lagging in expansion and 
modernization of properties. 

e There were apparent weaknesses in its system 
of controlling expenses. 

e Its farm and lube oil sales program showed 
room for improvement. 

e Certain operating practices could be upgraded. 
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series of “conference workshops” at the divisional 
level for dealers, agents and distributors. And he’s 
designing a newsletter to give DX distributors in- 
formation and management tips. 


What's in the Future 

When all the kinks are out of the realignment 
program, you can expect DX’s 1,250-man sales de- 
partment to scramble aggressively for more new 
business—backed by continued heavy advertising 
and promotion. 


Ads have concentrated on space and missile 


Management 





themes since 1957, when DX started using a boron 
additive in its gasoline. The company credits this 
with pushing 1958 premium sales up 11% over 
the previous year, and 9% over the industry aver- 
age. Oil sales in 1958 were up 5.6% over 1957. 
Over-all gallonage was 25.4% over the combined 
figure for Sunray Oil and Midcontinent Petroleum 
before their merger in 1955. 


Some 8,500 stations now fly the DX flag in 
14 states (lubes are sold in three more). With its 
organizational system honed sharper, DX feels it’s 
in shape for even bigger things. s 





Strengthens DX's Jobber Program 


Ingram calls Gafill “about the average type of 
jobber operation.” He doesn’t look at Gafill’s weak- 
nesses critically, but feels they’re typical causes of 
jobber problems. 


Solving the Problems—One of Ingram’s first moves 
was to send an accountant from Tulsa to update 
Gafill’s bookkeeping. 

Gafill had been operating on a “check system.” 
It had no centralized credit system. It didn’t age its 
accounts receivable. It took off profit and loss state- 
ments only every 12 months. 


None of these practices conformed to DX’s con- 
cepts of accounting. DX installed a ledger over the 
check system; put in centralized credit to control 
“just anybody from giving credit because he likes 
‘Old Joe’”; set up an aging system to show what 
condition credit accounts are in at all times; and 
started monthly P&L statements. 

There are other changes DX wants to make. As 
few as possible were made in the beginning, however, 
to avoid putting in expensive machinery that an aver- 
age jobber might feel he couldn’t afford. 

Next DX started expanding and modernizing. 

One bulk plant has already been completely re- 
‘ built. Another has been modernized. Five new stations 
_ are under construction. Four new station sites have 
‘been taken on. 


Loading times at some of the bulk plants are being 
cut in half to minimize traffic congestion. Small fuel 
oil trucks are being replaced with 2,100-gal. jobs. 
This eliminates back-and-forth hauls between bulk 
plants and customers. “Minor” maintenance work on 
leaky valves for instance—is being stressed. 


In merchandising and promotion, Gafill DX is now 
following DX’s recommendations to its jobbers. 

The old Gafill did little with volume quotas or 
contests. DX strongly emphasizes both, and sales have 
been markedly up since Gafill DX started them. 


All innovations are being paid for out of Gafill 
DX’s operating revenue. Ingram emphasizes that 
nothing is being extended Gafill that isn’t offered to 
DX jobbers. Gafill DX operates on its own budget, 
is expected to show a profit, and so far this year 
is showing one. 

Stations now being built will be amortized by 
Gafill DX. The company has utilized DX financial 
aids such as leasebacks. 
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How It’s Working Out 

Here are the results so far: 

e@ Over-all sales have increased about 4.2%. 

e In an April-May motor oil contest, Gafill 
salesmen exceeded their quotas by 21.5%. 

e Premium gasoline and TBA sales are on the 
increase, although annual returns aren’t in. 

Ingram believes the biggest thing that’s come out 
of the experiment are the findings by Gafiil DX’s 
sales development and control of expenses. If these 
phases of operations can be improved, he feels, both 
gross and net earnings can’t help but improve. 

DX expects to educate its own people about job- 
ber operations by running them through Gafill DX. It’s 
also likely that other DX jobbers will be invited to 
size up the model operations. The Gafill DX setup will 
probably also serve as a proving ground for promo- 
tion and merchandising ideas. 

DX management is already convinced of two 
things it tries to sell distributors on. First, premium 
gasoline sales are extensively promoted by Gafill DX 
and are climbing; the old Gafill hadn’t pushed pre- 
mium. 

While it’s too early for results, Ingram also be- 
lieves heating oil sales will be helped by DX’s “Worry- 
Free” budget program (a customer’s fuel consumption 
is estimated, he pays so much per month, at the end 
of 12 months the net difference is collected or re- 
funded). Gafill hadn’t taken advantage of this pro- 
gram, either. 

Ingram believes Gafill’s way of operating served 
its previous owners well. On the other hand, he thinks 
changes made so far have improved the company’s 
efficiency and potential profit picture. 

Gafill DX markets mostly in the South Bend- 
Mishawaka and Elkhart, Ind., areas, plus Niles, Mich. 
Its entire area spreads across a 16-country section. It 
was founded by J. Bruce Gafill, Sr., in 1915. He died 
in 1951, and his son, J. Bruce Gafill, Jr., took over 
at that time. 

The elder Gafill, like many old-time jobbers, guarded 
his independence closely. Even at the time of DX’s ac- 
quisition, Gafill still had its own credit card system. 
DX never knew much about Mr. Gafill’s business— 
until it bought the company. 

But DX people are learning now, and they’re sure 
the knowledge they’re are acquiring will help them 
serve their other jobbers better. a 
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Battery sales for the first five months of the current year 
have leaped to new highs — reports this M.O.S.T. happy 
marketer. He shows a whooping sales increase of 18.1% 
or double the industry average for the same period. 

And this same marketer has more to smile about. He’s 
found that the M.O.S.T. system means fast turnover due 
to concentrated sales in a few types. For example, he sells 
the M.O.S.T. 28-N for 60-K applications. This gives him 
less inventory concentrated in fewer types so turnover is 
fast and profits greater. 

Why not get the M.0.S.T.—your maximum opportun- 
ity for sales and turnover? Write today for full facts on 
why the M.O.S.T. system means lower investment .. . 
fast, complete turnover for you and your dealer. Ask for 
Bulletin G-100. 


SPINNING Powe 


EYE-AND-BUY APPEAL — 
Display dynamics of M.O.S.T. 
batteries—their vivid colors 
and styling — project dra- 
matic eye-and-buy appeal. 
Color and design variety is 
infinite — results in big 
plus competitive advantage 
for your dealer, 


INSTALLATION EASE — 
Grip-Ridge*, Sure-Grip* 
hold-downs and Sure-Lok* 
channels facilitate locking 
any M.O.S.T. battery secure- 
ly and rigidly into any size 
battery carrier. M.O.S.T. bat- 
teries come packaged with 
all the elements for swift, 
safe point-of-sale activation 
with factory-fresh power. 
*Patent Pending 


cgfemo> GLOBE-UNION INC. 


5Put.stcond ban oe MILWAUKEE 1, WISCONSIN 
If it's Petroleum-powered there's a GLOBE-BUILT BATTERY right from the start! 


(To obtain more data on advertised products see page 172) 
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Atlas TBA brand, used jointly by six oil companies, is stocked at Standard (Calif.) San Francisco warehouse 


How TBA Supply Plans Work 


Three minor trends are apparent today in oil-company methods of 


handling tires, batteries, accessories. There are more... 


@ Commission arrangements with rubber companies. 
@ Jobbers, consignees, key dealers becoming TBA distributors. 
@ Direct shipments to dealers from TBA manufacturers. 


i Bhoee OPPOSITE THEORIES of the right TBA 
supply plan for an oil company have existed 
side by side for the past thirty years. They are: 

e@ Purchase and Resale—Under this plan the oil 
company buys a line of TBA products, stocks it in 
its own warehouses, and resells it to dealers. 

@ Sales Commission—Under this plan the oil 
company sells a rubber company’s line of TBA 
merchandise in return for a 7.5% commission on 
the sales made through its dealers. The chief dif- 
ference is that the rubber company does all the 
warehousing, billing and collecting. 

At least seven variations of these two plans have 
sprung up in the United States alone. 

Pro and Con—There isn’t much public debate 
about the comparative merits of the purchase-and- 
resale plan versus the sales-commission plan. 

Internally, those TBA departments operating on 
the purchase-resale plan are at pains to justify it 
to management from time to time by pointing out 
the larger margin of profit available to the oil com- 
pany. 

Proponents of the commission plan, on the other 
hand, are just as quick to point out to their man- 
agements how much more they profit by not sad- 
dling themselves with the considerable expense of 
warehousing, distributing, billing and bookkeeping. 
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It’s one of those endless arguments that can’t be 
settled without better cost accounting. 

Brand Classification—From another standpoint, 
you’d almost think oil companies should be classi- 
fied according to the tire brands they carry—their 
own or a rubber company’s. 


All the commission companies, and there are a 
lot, are committed to a tire company’s brand. So 
are some of the purchase-and-resale group. The 
tire private-branders, though, comprise an impres- 
sive segment of large oil companies. They all have 
their own private battery and accessory brands, 
too. Such brand names as Mobil, Pure, Atlas, Cities 
Service, Amoco and Gulf have become well es- 
tablished as TBA trademarks. 

However, the classification into purchase-and- 
resale or commission plan is more fundamental and 
should be kept in mind while taking a look at some 
other variations. 


The Atlas Plan 


Just 30 years ago the Atlas brand appeared. 
That was when the old Colonial Beacon Oil Co. 
first offered Atlas tires for sale in its New England 
service stations. 


While the Atlas plan is a private-brand, pur- 
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Cities Service has one of seven private TBA brands 


(Begins on page 163) 
chase-and-resale plan, it differs from the others in 
two ways: 

First, the name Atlas is not a gasoline brand 
name like other oil-industry TBA brands. 

Second, it’s not the brand of a single company, 
but of six U.S. and one Canadian oil company. The 
companies are: Esso, Humble, Sohio, Standard of 
Kentucky, Standard of Indiana, Standard of Cali- 
fornia, and Imperial Oil in Canada. Through Esso’s 
foreign subsidiaries the Atlas tag now appears on 
TBA merchandise around the world. 

The Atlas Supply Co., Newark, N.J., is jointly 
owned by the companies that sell the Atlas TBA 
line. The Atlas company was originally formed 
as a group-buying as well as a merchandising or- 
ganization. The buying function was discontinued 
a few years ago because of legal objections, and 
the Atlas company now concentrates on quality 
control and sales assistance. Each oil company 
makes its own buying arrangements. 

Although the Atlas program got a head start 
in oil-industry TBA, in course of time 18 other 
oil companies took their places in the purchase- 
and-resale group. Seven of these eventually landed 
in the private-brand class. 


Seven Private TBA Brands 


Of the seven oil companies with their own TBA 
brands, six are majors, while the seventh is a big 
independent gasoline private-brander, Billups Pe- 
troleum, Hammond, La. While quite a few of the 
independent marketers have been drifting into com- 
mission TBA plans in recent years, Billups sticks 
to purchase-and-resale and to its own label. 

The six majors with private TBA brands are 
American Oil, Cities Service, Gulf, Mobil, Pure 
and Tidewater. 

American Oil Co.’s plan is an interesting example 


me ‘ 
ats > eG 


TBA products 


ae 


This oil jobber carries his own line of 


of the endless variations that develop in TBA pro- 
grams. American Oil is one of three companies 
(the others: Lion and Union) doing both. 

After taking over Pan-Am Southern some two 
years back, Amoco felt it was a good time to 
offer the dealers of the combined organizations a 
wider choice of products. They did it by taking 
over Pan-Am’s commission deal with United States 
Rubber Co. and adding a similar arrangement with 
Goodyear. 

Among the seven companies in this group, as 
well as among members of the Atlas group, 
private-brand tires and batteries are the rule. But 
it’s a different story for accessories. Only the Atlas 
label is represented throughout most of the ac- 
cessory line. 

Cities Service and Amoco once bought a lot 
of private-brand accessories, but they’ve swung 
away from that practice. The others—Mobil, Pure, 
Gulf and Tidewater—buy most of their accessories 
with manufacturers’ labels. Thus, as far as ac- 
cessories go, they’re in the same class as the 10 
companies with conventional purchase-and-resale 
plans. 


Ten Purchase-and-Resale Plans 


Of the 10 oil companies that buy established 
rubber-company-brand tires for resale, eight follow 
a fairly uniform plan. They buy only tires from 
the rubber company, and get their batteries and 
accessories direct from the manufacturers. Most 
of their batteries are private-brand, but not their 
accessories. 

The eight companies and the tires they handle 
are as follows: 

Sun Oil Co. and Lion Oil Co. Carry Kelly- 
Springfield tires. (Lion also has a commission con- 
tract with Firestone.) 

Phillips Petroleum and the Signal Oil depart- 
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New! 
Commando 


8,000 LBS. 
Capacity 


LIFTS 
THEM ALL! 


Here’s high speed spotting for American 

cars, Foreign cars, station wagons, pick-up 

trucks. With minimum effort you reach all 

lifting areas designated by car manufacturers. 

Maximum headroom! Full accessibility for 

rapid repairs. | Telescoping 


inging A 
No other lift out-performs the Swinging Arms 


new CURTIS COMMANDO! 


REMEMBER: - - YOU CAN COUNT ON 


MANUFACTURING COMPANY 
DIVISION ; 
PADS PADS PADS 


NORMAL INTERMEDIATE RAISED write Dept. 6O 


for most American forall unitized for light trucks— Po pecan a 
and foreign cars. bodies—or optional old model cars. — ? 
for extra clearance. 
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Rubber companies ship and bill direct to commission dealers 


(Begins on page 163) 
ment of Standard of California carry Lee tires. 

Speedway of Detroit and Frontier of Denver 
handle Dayton tires. 

Skelly handles the Hood line. 

Elk Refining Co., Charleston, W. Va., carries 
Firestone tires. 

The remaining two purchase-and-resale com- 
panies, Sinclair and Richfield, have a plan that 
differs from all others. 


The Sinclair-Richfield-Goodyear Plan 


Sinclair’s contract with Goodyear is a purchase- 
and-resale plan under which Goodyear does all 
the warehousing and distributing and Sinclair sells 
the whole Goodyear line, including batteries and 
accessories. Up to that point it’s exactly like a 
TBA sales-commission contract. 


But there’s a difference: The goods are all billed 
to Sinclair, and Sinclair in turn bills and collects 
from its dealers. 

Richfield of California (in which Sinclair owns 
a part interest) operates in much the same way, 
except that warehousing and distribution to dealers 
for the most part goes through 26 special Richfield 
TBA wholesalers and a considerably larger num- 
ber of Richfield jobbers and consignees. 


TBA Sales-Commission Plans 

Among the 27 oil companies now marketing 
TBA under a sales-commission arrangement, about 
the only difference is that some companies have 
only one commission contract while others have 
two or three. Multiple contracts are on the increase, 
as are the total number of oil marketers taking 


Jobbers hand e rubber-company TBA line under Shell plan 


for no good reason. It’s a term long used in busi- 
ness, and accurately describes a commission paid 
to anyone who performs an intermediate selling 
function but does not buy and resell the goods. 
The “override” plan seems to fit the needs of 
these oil marketers: 


Oil Company 
American Petrofina 
American Oil 
Anderson-Prichard 
Ashland 
Atlantic ‘ 
Bay Petroleum 
Calso 
Carter 
Champlin 
Continental 
Crown Central 
Derby 
Douglas 
D-X Sunray 
Emblem 
Hancock 
Jenney 
Leonard 
Lion 
Ohio Oil 
Quaker State 
Shamrock 
Shell 


South Penn 
Texaco 


Union Oil 


Wilshire 


Rubber Company 


. Goodyear 


U. S. Rubber, Goodyear 


.Goodyear 
Firestone, Goodyear, Goodrich 


Firestone, Goodyear 


.. Goodrich, Goodyear 
..U.S. Rubber, General 


Goodyear 
Firestone 
Firestone, Goodrich 


. . Goodrich 


U. S. Rubber 


.. .Firestone 
. .Firestone, Goodyear 


Goodrich 


. Firestone, U. S. Rubber 
.. .Firestone, Goodrich 
.. .Firestone 

. .Firestone 


Goodrich 

Firestone, Goodyear, Lee 

Goodyear 

Firestone, U .S. Rubber, 
Goodyear 

Goodyear 

Firestone, Goodrich, 
U. S. Rubber 

Firestone, U. S. Rubber, 
Goodyear 

Firestone 


The Union Oil Plan 


Union Oil Co. of California appears in the above 


on a commission plan. 
These programs were once called “override” 
contracts, but “override” has become a nasty word, 


list with three rubber-company commission plans. 
Newest of the three, the Goodyear program, was 
added in September. Under all three of those pro- 
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TBA 


(Begins on page 163) 
grams, Union Oil offers its dealers a complete TBA 
line. 

But since 1949 Union has also sponsored a line 
of batteries and accessories distributed under a plan 
that has no counterpart elsewhere in the industry. 
In that year Union discontinued its accessory 
purchase-and-resale activities, turning the business 
over to the Wilco Co. of Los Angeles. The latter 
firm organized its Service Station Supply Div., as 
a West Coast wholesale distributor of batteries and 
accessories to service stations. 


Service Station Supply has expanded its line 
from time to time (tires were added recently) and 
sells to all types of outlets, in addition to Union 
Oil stations. (For complete details see NPN—June 
6, 51, p 70.) 


How Commission Plans Are Gaining 


Today there are more than twice as many oil 
marketers selling TBA on the commission plan as 
there were in 1952, when NPN first reported on 
the subject (NPN—Oct. 1, ’52, p 64). Indeed the 
total number of TBA commission contracts has 
just about tripled, if you count the additional pro- 
grams taken on by those companies that now deal 
with two or three tire manufacturers instead of 
only one or two. 

Most marked has been the spread of the sales- 
commission idea among the independent oil mar- 
keters. For some, the commission plan replaces an 
incomplete or nominal purchase-and-resale pro- 
gram Quite a few, though, chose the commission 
route as the easiest way to break into the TBA 
field. 


Jobbers, Consignees, Key Dealers 


There’s nothing definite you can point to as a 
well-marked trend in the secondary distribution of 
TBA. That’s because few, if any, oil companies 
are entirely satisfied with existing methods. 

The tire companies have built and are building 
new and larger field warehouses. At some of these 
points they’re operating TBA vans for the express 
purpose of calling on the service-station trade. 
They’re also trying to interest more large tire 
dealers in the service-station wholesale trade. They 
have to move along both those lines to satisfy the 
growing number of oil marketers who’ve taken on 
the sales-commission plan. 

Meanwhile the purchase-and-resale oil compa- 
nies are under constant pressure to bring TBA in- 
ventories closer to the dealer. The special TBA dis- 
tributors who serve a portion of Richfield’s dealers 
have worked out very well, but the idea hasn’t 
spread. In only one other area, Gulf’s New York 
division, is there a similar plan in successful opera- 
tion on a large scale (NPN—Oct. °56, p133). 

Establishing key dealers as limited TBA whole- 
salers is a method used by some purchase-and- 
resale companies to supplement conventional ware- 
housing. (Typical examples of key dealers are 


Dept. NP-10 


NEW! 


WILLIAMS 


“Small Car’ Lift Attachment 
FITS ON YOUR PRESENT LIFT 


New Williams Lift Attachment Clips right on the main rail of 
your present “drive-on” lift in just two minutes. Then you can 
service Volkswagons, Fiats, MGs, Austin-Healys, Renaults, 
Simcas, Opels, Hillmans, Triumphs—all the small narrow track 
cars your customers are buying. Attachment is 3’ shorter than 
present lift—can be left on when servicing conventional cars. 


Installation requires no nuts or bolts. Ramp is “4” checkered 
plate and trough is 12’ x 7”. Unit is prime-coated with red 
oxide, comes completely assembled. Available for left or right 
hand rails. Has 3 to | safety factor. 





DeGreen Sales and Service Co. 
190 CANYON ROAD, CHAGRIN FALLS, OHIO 











Like The Washington Water Power 
Company, KIM HOTSTART 
engine preheaters will keep your 
equipment ready to go when the 
temperature is low. KIM Hotstarts 
plug into electric circuit when 
trucks are idle, draw off cold water, 
heat it, and circulate it back through 
the engine. High corrosion resist- 
ance. Fits gas or diesel engines. See 
your automotive supplier or write 
to us.... 





KIM HOTSTART MFG. COMPANY 
West 917 Broadway Avenue Spokane |, Washington 
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Accessory to the sale... 


MY:T crip 


Battery Hold-Downs 


*Patents Pending 


Just 2 sizes 
meet all 
requirements. 


With every battery sale, replace old hold-downs with 
revolutionary My-T-Grips and tap a new profit-source. 
Just 2 sizes (6-volt and 12-volt) fit all passenger cars 
-~— reducing your inventory and storage needs while 
providing faster turnover, wider profit margin, Two- 
fisted grip has been thoroughly tested and approved 
by leading battery manufacturers, For informative 
bulletin and samples, contact: 


T BA ASSOCIATES 


19, Box 117 © Indianapolis 20, Ind. * Telephone: Liberty 7-7997 


Built for 
Fast, Cost-Saving 
Deliveries 


ROPER 36os TRUCK PUMP 


40 to 122 GPM 
To 100 PSI 


. hardened iron; keyed to 


a) Helical Pumping Gears. . 

_ shafts with sliding fit; run in axial hydraulic balance, 

(2) Heavy Duty Bearings .. . 
lubricating. 

(3) Adjustable Relief Valve . . . permits full capacity when 


high-lead bronze, self- 


pumping .. . nozzle shut-off without stopping pump. 
(4) Mechanical Seal . . . self-adjusting; mating surfaces 
precision lapped for positive sealing and long life. 
(6s) Outboard Bearing . .. ample size for full shaft support 
and protection to gears and inner bearings. 


Roper Hydraulics, Inc. 
478 Blackhawk Park Avenue 
Rockford, Illinois 


ROTARY PUMPS 


(To obtain more data on advertised products see page 
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This key dealer acts as TBA supplier for nearby dealers 


(Begins on page 163) 


described in NPN—March ’56, p91; and Nov. ’55, 
p105.) 

Petroleum consignees and jobbers continue to 
take on a larger share of the TBA wholesaling 
function. In line with this trend are Standard of 
Kentucky’s plan, locating TBA stocks in several 
hundred consignee warehouses, and Phillips Petro- 
leum’s plan, under which jobbers in strategic loca- 
tions provide warehouse facilities for smaller job- 
bers. In the same direction is the current Phillips 
proposal that its jobbers go into tire retreading. 

The most recent jobber plan is a venture organ- 
ized by 10 Alabama oil jobbers. Called Southern 
Marketing Warehouse Ltd., the new firm is now 
distributing a line of Mohawk tires to 200 service 
stations from a warehouse in Montgomery (NPN— 
Jun. p155, and Sept. p27). 

Direct shipment of TBA goods from the factory 
to the service station is another plan that offers 
big savings. Some oil companies have put a lot of 
thought on direct shipping, with the result that a 
high percentage of their TBA volume never enters a 
warehouse. Because of the obvious economy of 
bypassing the warehouse, you can look for more 
interest in direct shipping in the future. 

For that matter, all phases of TBA distribution 
may be due for more study. The industry generally 
has gone through a period of steady TBA expan- 
sion. Up to now most of the effort has been con- 
centrated on getting more dealers and jobbers 
started on a TBA program, and on training them 
how to sell TBA. 

In the process, the effect of distribution methods 
and distribution costs on each marketer’s competi- 
tive position has not been fully grasped. The front- 
line sales programs aren’t going to take second 
place, but there’s going to be more work done in 
the future in TBA’s distribution back yard. * 
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lll fa pumps 


The newest and most practical design 


Pumping 
equipment 


of Petroleum Pumps 


Red Jacket ‘“‘IN-LINE” Pumps have both the 
pump and motor right in the piping to simplify 
installation and cut maintenance costs, as well as 
save space. They increase loading rate for both 
new and existing installations. 

“IN-LINE” pumps simplify installation—no 
expensive concrete base is required, they install 
vertically or horizontally to easily adapt to special 
situations, no pump house is needed to protect 
them from the weather, and they require a min- 
imum of unions, ells, valves and nipples. Once in- 
stalled, they require practically no maintenance 
because the pump and motor are lubricated by 


the petroleum pumped and there’s no flexible 
coupling or shaft seal to require servicing. Pump 
and motor are also protected should a tank run 
dry—when there is no product to pump, the motor 
stops automatically. All models are listed by Under- 
writers’ Laboratories, Inc. under their re-examina- 
tion service. 

Five models of ““IN-LINE” pumps include 1, 
1%, 2, 3 and 5 HP sizes with capacities from 70 
to 260 gallons per minute. Get complete informa- 
tion on the model that fits your needs best— 
contact your nearest Red Jacket Representative 
or write directly to the factory. 


CONTACT YOUR NEAREST RED JACKET REPRESENTATIVE FOR COMPLETE INFORMATION 


Robert B. Cox, 12133 Coyle Ave., Detroit 27, Mich. R. M. “Mac’’ Crowder, 5719 W. Hanover St., Dallas, Tex. 
Henry D. Fairlie, 15 West 44th Street, New York 36, N. Y. R. L. Faubion, Sr., 2525 S. W. Blvd., Kansas City, Mo. 
Joe R. Mooney, 3162 Chartres St., New Orleans 17, La. EE. P. ‘Ted’ Muller, 1306 E. 17th Ave., Denver 18, Colo. 
R. E. Sanderson, 221 11th St., San Francisco 3, Calif. A. R. Sedgebeer, 2711 So. Hill St., Los Angeles, Calif, 
A. L. Sobey, 624 So. Michigan Ave., Chicago 5, Ill. Gardner Udell, 3820 N. College Ave., Indianapolis ‘5, Ind. 
Lee Vaughan, 3111 N. 34th Place, Phoenix, Ariz. C. E. “‘Red’’ Weaver, 4223 Cincinnati-Brookville Road, Hamilton, Q, 
John F. Young, 235-37 Spahr St., Pittsburgh 32, Penn. . “Al” Zahi, 1516 So. Sth St., Minneapolis, Minn, 


RED JACKET MANUFACTURING COMPANY 


PE-239 Petroleum Equipment Division » Box 270, Davenport, lowa 
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TANK CALIBRATION is faster and easier using new mobile unit developed by Shell Oil 


Here's a New and Better Way to 


It's a simple yet technically comprehensive method. Using a mobile unit, 
it permits more frequent recheck of tank and barge storage compartments 


By B. J. DENNELLY 


Transportation and Supplies—Loss Control 
Shell Oil Co. 


T IME AND USAGE can effect significant changes in 
the capacity of a tank or barge. Dents or 
bottom flexures can subtract from or add to a sup- 
posedly known volume of stored product. 

The job of recalibrating by dimensional meas- 
urement is often put off because it’s slow and labor- 
ious. In addition, the traditional method doesn’t 
fully provide for all tank conditions and contour 
irregularities. With the idea of encouraging better 
original work as well as more frequent re-checks 
on storage equipment, we’ve developed a mobile 
calibration unit. It offers an easier and simpler way 
to attain these objectives: 

e Establish tank gauge tables. 


e Determine capacities of odd-shaped con- 
tainers. 

e Measure volumetric changes resulting from 
static irregularities in tank-bottom contours and out- 
of-round or tilted tanks. 

e Spot inaccuracies caused by bottom flexing 
under varying load conditions and nonstable bear- 
ing surfaces. 

e Calculate a coefficient of error applicable to 
current barge-compartment gauge tables which are 
apparently erroneous 


The Mobile Unit 


Two packages mounted on separate steel skids, 
and both in turn mounted on a flat-bed truck, com- 
prise the tank calibration unit. One package is the 
power unit, consisting of a 147-hp Ford industrial 
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Tank or Barge 
Compartment 


Gauge Hatch 











METER READINGS show effects of contour variations 


Calibrate Tanks 


engine driving a 1,500-gpm Deming pump with 6- 
in. intake and discharge. 

The second package, consisting of meters, valves 
and piping, has a 6-in. inlet and 6-in. outlet header 
connected by three 4-in. lines. Each of the three 
lines contains a 4-in. Rotocycle meter with a single 
strainer upstream of the meter. 

There is a Rockwell-Nordstrom three-way-port, 
lubricated plug valve upstream and downstream of 
each meter, so that the individual meters can be 
operated in parallel or in series. Purpose of this 
arrangement is to keep one meter in reserve as a 
master or proving meter, to be intermittently hooked 
up in series with either of the other two meters. 


Advance Preparations 


Before the unit is used, calibration factors are 
first established for each meter. These are based on 
rate of flow, temperature and specific gravity, and 
verified by a meter prover. 

A storage vessel (a tank of one type or another 
or a barge compartment) is not ready to be cali- 
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brated with the mobile unit until these conditions 
are present: 

e A sufficient supply of liquid available. 

e The vessel must be empty except for vapors. 

e The vessel must be directly connected to the 
discharge side of the meters (otherwise a line- 
capacity computation is required). 

e Vapors caused by pumping turbulence must 
be retained (otherwise a suitable correction factor 
is desirable). 

The liquid to be used for calibrating is first cir- 
culated through the unit long enough to bring me- 
ters and parts to approximate operating temperature 
and also to purge the equipment of air pockets and 
vapors prior to discharge. Care must be exercised 
to eliminate all excessive ‘splashing. 

If there is a difference between the temperature 
of the product as shown at the thermometer wells 
of the calibration unit and as shown at the vessel, 
the metered quantity must be adjusted. This is 
done by applying a temperature correction based 
on the difference in the two temperatures multi- 
plied by the coefficient of expansion of the particu- 
lar product added to or subtracted from the base 
of 1.0000. If the temperature is higher at the tank, 
the metered quantity is increased. 


How It Works 


Diagram illustrates how reference points for tank 
calibration are established. Starting from line B as 
the presupposed base of tank or compartment, let 
us suppose that observation reveals bottom flexure 
as indicated by line A. Then line C will be the 
point at which coverage of the bottom is complete. 
Point G represents the zero-point established on 
the tank gauge. 

Pumping is started and continued until, by visual 
inspection, enough product has been introduced 
into the vessel so that point G is awash. Filling is 
then halted while meter readings are taken and ad- 
justed for temperature correction. This is noted as 
the zero-point on the gauge. 

Pumping is resumed until line C is reached, again 
determined by visual inspection. After taking the 
meter reading, pumping resumes to lines Ci, Ce, 
Cs, and soon, which should correspond to uniform 
metering or gauging increments. Successive intervals 
should be established until such time as all bottom 
flexing due to liquid head variations ceases, or 
until structural irregularities become submerged. 
After each increment, filling is stopped and meter 
readings taken and corrected as previously outlined. 

When a new gauge table is made for the tank, 
you start with whatever the meter showed at zero- 
point on the gauge. And all quantity data on the 
new table, from zero to the final liquid level, should 
also be based on the meter filling record. 

Above that point, quantities can be based on 
conventional tape measurements of the tank, usually 
called strappings, or on existing gauge table incre- 
ments if new strappings are not necessary. * 
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e Tuneup—tTells you how your dealers can build 
profits with tuneup, what equipment they need, what 
it costs, who should and shouldn’t do tuneup. Be sure 
you read this if your dealers are interested in tuneup 
work. 12 pages—75¢. Reprint R11 
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e Want Your Salesmen to Move More TBA?—They 
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What's New 


in Equipment... 





Overwing nozzle 


. . . introduced by Buckeye is said to 
offer improved protection to aircraft 
wing surface during refueling. Three 
large rubber-covered rings hold the 
nozzle away from the wing skin. Also 
has built-in 2-in., 360-deg. inlet swivel 
with ball and teflon bearings. 


Circle No. 1 on Reply Card 


Wheel-weight tool 


. introduced by Hunter can be used 
for most of the steps involved in wheel 
balancing. Aids in removing hub caps, 
pulling off old weights, trimming weights 
to exact size, opening pinched weight 
clips, closing sprung clips and attaching 
new weights securely to the balanced 
wheel. 

Circle No. 2 on Reply Card 


Radiator tester 


... is a new design by Stant claimed to 
fit, with truck adapters, 98% of all cars, 
trucks and tractors on the road. Said to 
require no adjustment, to clear all ob- 
structions and to fit both long and short 
filler necks. Packed in metal container 
with cap adapter and instruction manual. 


Circle No. 3 on Reply Card 


Free-piston pump 


. developed by Crossley Machine 
operates by compressed air. Needs no 
relief valve and is said to provide a 
smooth, air-free flow without noise, vi- 
bration or surge. On intermittent service, 
pump remains at rest using no power 
between flow intervals. 


Circle No. 4 on Reply Card 


Explosion-proof plug 


. is being marketed by Rike Metal 
Products for installation on drums con- 
taining volatile products. Acts as a relief 
valve when internal pressures of 13 to 
15 psi are developed, allowing volatile 
gases to vent without rupturing the drum. 

Circle No. 5 on Reply Card 


Filter wrench 


. . . Of new design uses a chain grip 
for removing new-type filters that can- 
not be dislodged by hand pressure. In- 
troduced by Wix Corp., it’s claimed the 
chain wrench will save a minimum of 
50% of the time ordinarily required at 
service stations for filter removal. 


Circle No. 6 on Reply Card 


Small parts storage 


. . . in transparent drawer cabinets is 
offered by Akro-Mils for service-station 
use. Drawer dividers lock into grooves 
and are removable and adjustable as 
required. Steel cabinets are available that 
hold from 6 to 60 plastic drawers. 


Circle No. 7 on Reply Card 








Can You Top This? 


BIG LOADING ARM, one of the first spring-balanced 6-in. units to go into 
service, is putting 1,320 gpm of No. 2 fuel into tank trucks at Mobil’s Provi- 
dence, R.I., terminal. It’s a Wheaton 682M, boom-type assembly with a shock- 
less loading valve that shuts off in 1.7 seconds with 35-gal. afterflow. Photo 
shows Dick Slawinski, Wheaton sales engineer, inspecting spring balance at 
plant before shipment. 
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INDIANA 


Gashoy’?iwres tam 


For every size consumer- Y 
commercial account. 


COFFIELD SUPPLY CO., INC. 


1626 Main Stree? 
South Bend, Indiana 


NEW JERSEY 








BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 


TELLS THE 


TAX 


LARGE SIZE 
10” x 12” 





EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 








Ever-Tite Quick Couplings, Pipe Fittings 





OHIO 





EQUIPMENT SALES CO. 


164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, O.P.W., Lincoin 
Neptune, Huffman, Goodrich, 
Air, Oil, H draulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





PAUL WAGNER, INC. 
Petroleum Maintenance & Equipment Sales 
DISTRIBUTORS FOR: Wayne Pumps & Equipment, 0.P.W. 
Valves and Fittings, Sennnteee, Fill-Rite Pumps, 
Whiteway Lighting, Saylor-Beall Compressors, Granco 


mersible Pumps. 


211 Uncslovey Wert, itt Oxford, Pa. 
ison 4- 


Pumps & Meters and National Hose, Red Jacket Sub-, 











E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 








Oil Marketing 
Equipment Jobbers 


This Is Your Market Place! 
Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N.Y. 
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What’s New in Equipment 





High-speed dispenser 

. for fueling service at truck and bus 
depots, marinas and truck-stop stations 
has been brought out by Tokheim. Three 
Interceptor models, each with 30-gpm 
capacity, provide a choice of styles, dial 
lighting, ticket printers and computers. 

Circle No. 8 on Reply Card 


Bumper pad 

. is a new feature of the Branick 
bumper jack. The 5x8-in. rubber re 
1 in. thick, added to the lifting pad, 
said to prevent bumpers from adios 
or kinking and also to prevent the car 
from slipping. Other features are new 
wide-handle design and _ spring-loaded 
swivel casters. 

Circle No. 9 on Reply Card 


Gusher valve 


is a high-capacity, air-operated 
tank- truck emergency valve designed by 
Betts Machine especially for high flow 
rates. Has 4!%p-in. outlet, three anti- 
swirl legs, 2¥%-in. poppet disc travel, 
long-radius elbow, and no spider or 
cage to restrict flow. Screen area is 
196 sq. in. 

Circle No. 10 on Reply Card 


Warning switch 


. designed by Signal-Stat Corp., per- 
mits truck driver to flash all front and 
rear signals the instant his vehicle be- 
comes disabled on the highway. Acti- 
vated from single knob on dash, Flare- 
stat assembly comes complete with 
fuse-in-line and color-coded thermoplas- 
tic wiring. 

Circle No. 11 on Reply Card 


Preheater kit 


. for flush mounting of Kim Hotstart 
engine preheaters makes it unnecessary 
to buy separate components. The rub- 
ber seal for the new assembly mounts 
flush in any position, assures a water- 
proof connection, and makes it easy to 
position outlets as desired. 


Circle No. 12 on Reply Card 


Modular signs 


. are available from Tel-A-Sign in 
any size or shape for either indoor or 
outdoor use. Modular units are lighted 
by fluorescent tubes. Primary plexiglas 
construction said to resist fumes and 
stains, making the signs easier to keep 
clean. Any desired variety of goods and 
services can be featured. 


Circle No. 13 on Reply Card 


Hand pumps 


... in a new, low-cost line, are known 
as Tokheim’s Series 588. Features are a 
flexible, molded synthetic diaphragm, 
stainless-steel valve assemblies,  self- 
venting bung adapter, — self-adjusting 
suction pipe, removable suction screen. 
Both hose and spout models are avail- 
able for drums, skid tanks and under- 
ground tanks. 
Circle No. 14 on Reply Card 


(Continued on page 178) 
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COMPCO | 
cantilever lights 


a 


es _ 


SEE the improvement .. . FOR USE WITH ALL POPULAR OUTDOOR 
in effective lighting LAMPS; H.O., V.H.O., P.G., OR S.H.O. 


FEEL the difference tafe t © versatile...gives more light over a 
' wider area. Island, perimeter and approach 


in increased sales lighting in one efficient unit. 


When —_ upgrade and attractive... beautiful streamlined design 


modernize your service | adds the “modern touch” that brings 


. ° customers to your pumps. 
station with Compco er 


Cantilever li g hts with i economical...Surprisingly low original 
equipment cost. Built-in efficiency assures 


full l ight control reflector As. minimum operating and maintenance costs. 


SOO DSMEN Ra a PRs 


2 ew « "a 


= Fr; Q 
wv = 


BEFORE 


COM PCO 


CORPORATION 
1800 N. Spaulding Ave. Chicago 47, Ill. 
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Therev Uo Howe phe 
KING” 


"Ol 


OIL SUCTION AND DISCHARGE HOSE 


Check with the companies who use it—they'll tell you that “OIL 
KING” handles easier; takes harder punishment; and lasts 
longer in service because its special “Synplastic’® tube is so 
highly impervious to the deteriorating action of oil and gaso- 
line. Replacement costs are lower. 


“OIL KING” specifications include: Smooth Bore—Sizes 4" to 12" 
— Working Pressures to 200 Ibs.—Maximum Lengths of 50 feet. 


“If it’s GOODALL, it MUST be Good!” 


Contact Our Nearest Branch for Details and Prices 


Standard of Quality—Since 1870 st ony HOSE + BELTING - FOOTWEAR + CLOTHING 


GOODALE 2a Gon 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., TORONTO. 


(To obtain more data on advertised products see page 172) 





Equipment 


. . . by Buckeye is designed for low 
pressure drop at 125 gpm. Hydraulic 
balance feature provides easy opening 
and closing and prevents hammer. 
Available with 1%-in. or 1%-in. inlet, 
with or without tube and with or with- 
out integral check valve. Companion 
piece, the Buckeye #126 swivel is fully 
repairable, has full-pipe-size openings 
at both ends, and permanently lubricated 
bearings. 


Circle No. 15 on Reply Card 


Air control valves 


. in two models have been developed 
by OPW for service-station hoists. New 
models are aluminum-body  counter- 
parts of present bronze valves. One 
model has hold-open feature that locks 
lever in either “raise” or “lower” posi- 
tion; the other is self-closing when lever 
is released. 


Circle No. 16 on Reply Card 


Lamp holder 


. for fluorescent tubes is said to be 
absolutely water-tight and especially suit- 
able for service-station, bulk-plant and 
terminal use. Made in Western Germany, 
holders are sold in this country by 
Richard-Lewis Corp. Molded of Bakelite 
with a special white finish, with rubber 
sealing rings claimed to withstand wide 
temperature ranges. 


Circle No. 17 on Reply Card 
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4-in. tight fill 


. . . equipment has been added to the 
OPW line. Components are 4-in. No. 
60 elbow, 4-in. No. 61AS adaptor, 4-in. 
No. 62 cap, 4-in. No. 61-T tube. Elbow 
mounts permanently on hose, snaps in 
place when pressed down on fillpipe 
adaptor. Vertical sealing surface mini- 
mizes dirt accumulation. 


Circle No. 18 on Reply Card 


Me oe a naan «ote 


Cap wrench 


. devised by Swingspout for safe 
removal of caps from overheated radi- 
ators, involves an entirely new design. 
Operator slips wrench over one cap lug, 
pushes forward to engage the other lug, 
then twists to open. Wrench permits cap 
to be held in place until spouting ceases. 
Price $1.85. 


Circle No. 19 on Reply Card 


30-gpm nozzle 


ais for high-capacity service-station 
pumps, called the OPW No. 311, is 
offered as a time saver in filling the 
large tanks on trucks, road-building 
equipment and similar vehicles. Fea- 
tures are double poppets for easier open- 
ing against higher pressure, and large 
dashpot for shockless closure. 


Circle No. 20 on Reply Card 





PROVEN 
TIRE SALESMEN 





*YES, REALLY PROVEN, we'll be glad to show you 
actual case histories of outlets using the PROVEN 
TIRE SALESMEN illustrated in this advertisement. 


When you mass display tires you'll sell more tires. 

The Model 50 tire center illustrated builds profit by 

turning waste space into earning space. This 50 tire unit 

provides proper display for new and used tires. 

Experience shows the unit pays for itself .. . fast ! 50 


THREE STAR SALES CORPORATION 


56 W. MAPLE STREET 
CHICAGO, ILLINOIS 


Ph. MOhawk 4 - 3342 Ph. 


12-D DEPOT SQUARE 
ENGLEWOOD, NEW JERSEY 
LOwell 7-1700 


3453 CAHUENGA BLVD. 
LOS ANGELES, CALIFORNIA 
Ph. HOllywood 2 - 0867 





OUTSTANDING 
PORTABLE 


RACKS, TOO! 


¢ 7 
Mfd. by \NTERNATIONAL EQUIPMENT — A Division of MORRISON - INTERNATIONAL CORP. © P.O. Box 185, Station F, BUFFALO, W.Y. 


MODEL 
200 


MODEL 
601 
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dB 


} 


FLAMMABLE 


GIVE YOURSELF THE 


ADVANTAGES 


of faster delivery 
less maintenance 
and greater safety with... 


ardmore 


HYDRAULIC 
DRIVE 
SYSTEMS 


(U.S. Patent No. 2,816,767) 


for product pump 
and hose reel drive 


Here’s a drive system that’s 
already proved on hundreds of 
installations. You can increase 
delivery speed as much as 30% 
compared with mechanical drive 
systems... because Ardmore per- 
mits ideal product pump place- 
ment. Protects truck engine and 
transmission from shock loads. 
Operates under relatively low 
pressure...and at zero by-pass 
when not under load. System is 
virtually maintenance free since 
it is self-lubricating. Easily in- 
stalled. 100% guaranteed for 
performance, providing system 
contains all Ardmore compo- 
nents. For every delivery truck 
or transport need...for handling 
fuel oil, diesel fuel, aviation gas- 
oline and related liquids. Your 
inquiry is invited. 


[erdmore] F° 


engineered 


dependable , 
superior performance 


(To obtain more data on advertised products see page 172) 


STANDARD 
FUEL OLS 



































COMPONENTS ... 

for an Ardmore Hydraulic Drive 
System consist of Ardmore hydrau- 
lic drive motors, control valve and 
reel...to be used with product 
pump, meter and fittings of your 
choice. Supplied for single or mul- 
tiple product delivery trucks. 


ARDMORE 
PRODUCTS 


1835 Shermer Road « Northbrook, Illinois 


Eastern Office: 
612 Commerce Road, Linden, N.J. 


International Sales and Service 





Greasing unit 


. . called the “Jiffy-Luber,” developed 
by Battenfield, is intcnded for special 
applications. Also suggested as a pro- 
motion item. Light-weight steel gun is 
said to deliver 1,500 psi. Plastic tube 
is filled with white multi-purpose lithium 
grease. 

Circle No. 21 on Reply Card 


Portable conveyor 


. is now available in 11- and 13-ft. 
lengths from Harry J. Ferguson Co. 
for use on loading docks and truck 
beds. Adjustable undercarriage can be 
set up by one man. Available with or 
without 6-in swivel casters at drive end, 
or with pipe skid support where take-up 
rests on truck bed or dock. 


Circle No. 22 on Reply Card 


Literature ... 





Coupling catalog 


. features Snap-Tite’s new “15 
Series” of quick-connect, quick-discon- 
nect valved couplings. New line is 
design for “no-spill” service in accord- 
ance with military specifications for use 
in airborne and ground hydraulic sys- 
tems. Accessory items are also illustrated. 


Circle No. 23 on Reply Card 
Floodlight bulletin 


. .. is a miniature edition of the Crouse- 
Hinds floodlight catalog. Included in the 
184-page, pocket-sized book is all the 
original material on mercury-vapor 
floodlights, lighting for hazardous loca- 
tions, general-purpose floodlights, poles, 
accessories, lighting calculations. 
Circle No. 24 on Reply Card 


NATIONAL PETROLEUM NEWS °* October, 1959 








Dick Kline (left) and Bud Witte (right) pause during an inventory count, prior to placing another 
truck load order for Cooper tires. K & W's sales have tripled since joining up with Cooper. 


‘In 7 years with Cooper our tire 


sales have more than tripled!”’ 


Dick Kline and Bud Witte, founders 
and owners of K & W Tire Company, 
Lancaster, Pa., give Cooper a big share 
of the credit for their rapid growth. 
“There’s no substitute,” they say, 
“for having a supplier who really cares 
about your success. That’s why we took 
on the Cooper line exclusively. And 
there are more than a few reasons why 
we have been happy ever since. When 


K & W's Lancaster store (left) has grown to 10 times the floor space of 7 years ago. Gettysburg store 
(right) is one of the leading retail tire outlets in this famous town. Plans for expanding both stores 


you deal with Cooper you deal with top 
management direct. You get fair and 
friendly treatment. You get a complete 
line of top quality passenger and truck 
tires, lower buying prices, and prompt 
deliveries. And Cooper doesn’t take 
sales away from you with company- 
owned stores. Cooper works with you 
— not against you. 

“You also get a complete identifica- 


in the near future are already well beyond the blueprint stage. 
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tion program, plenty of free advertising 
and sales promotion support, plus the 
industry’s most liberal guarantee pro- 
gram. Cooper gives you what you need 
to build a profitable tire business.” 

Dealers go ahead when they go 
Cooper. Write, wire, or phone Dept. 
118 today about a Cooper franchise 
for your market. Cooper Tire & Rubber 
Company, Findlay, Ohio. 
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Equipment 


Lube blending 


. . . by a continuous, automatic process 
is described in a new 16-page propor- 
tioneers bulletin. Includes photos of in- 
stallations and components, typical flow 
diagrams, a schematic plan of the sys- 
tem, a dimension drawing of a con- 
tinuous mixer, and typical batch records. 
Circle No. 25 on Reply Card 


Fuel-oil additives 

. « » are discussed in a new Sonneborn 
manual devoted to such problems as 
sulfur and vanadium corrosion, sludging 
of fuel oils, and rusting of fuel-oil tanks. 
Manual describes manufacturer’s three 
additives Petrosenes B, C and D and 
gives typical formulations for their use. 

Circle No. 26 on Reply Card 


. 


Gasoline additives 


. are the subject of a new booklet 
just published by Eastman Chemical. 
Booklet describes the nature and func- 
tion of Tenamene inhibitors, which in- 
clude three gasoline antioxidants and two 
metal deactivator formulations. Includes 
data on storage stability of inhibited 
stocks. 

Circle No. 27 on Reply Card 


Equipment People . . . 


Virgil C. Gallman has joined the sales 
department of the Warner Lewis Co., 
division of Fram Corp., Tulsa. He will 
handle sales and service in Oklahoma 
and southern Kansas. 

a 








With Shure Firdunes . . . you can aways 


ADD SALES EVEN WHEN YOU ~< 


CAN’T ADD SPACE 


3 TIER DISPLAY TABLE 


: Model 7060 
DISPLAY MERCHANDISER 


~ 











The more merchandise your customers see, the more they will 

buy—and they see more when you use Shure Steel Display Fixtures in your 
Sales Room. Whether you need Wall Displays, Gondolas, Tables or Racks there 
is a Shure Fixture to fit and insure you a custom installation using standard 
components. Complete line of Shop Equipment, Tire Racks and Display 
Shelving also available for the Service Room. 


S, 


THE SYMBOL 
OF BETTER 


Write for folder 


hure 


MANUFACTURING CORPORATION 


MERCHANDISING 1601 S. HANLEY RD. « ST. LOUIS 17, MO. 
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L. G. Cannella 
has been named 
products sales man- 
ager of non-food 
cans for Conti- 
nental Can Co. He 
is succeeded in his 
former position as 
district sales man- 
ager for metal con- 
tainers in New 
York City by T. 

annella Vv. Carley, who 
previously held the comparable position 
in Boston. 


Kenneth B. 

Wood Jr. has been 

named manager ot 

lubricant develop- 

ment at Climax 

Molybdenum Co. 

division of Amer- 

ican Metal Climax 

Inc. His responsi- 

bilities will be to 

develop new appli- 

cations and mar- 

Wood kets for Molysul- 

fide lubricants. He succeeds E. E. Smith, 

who continues as manager of chemical 

sales. Wood was at one time a trainee in 

Texaco’s foreign sales department. After 

serving with the Navy in several capaci- 

ties dealing with fuel and oil supply, 

he joined Cities Services as an industrial 

sales engineer, later becoming manager 

of lubricant sales in the New York 
region. 


Moody Welch 

Robert F. Moody has been named 
general sales manager for the Hyster 
Co., Portland, Ore. He was formerly 
sales manager of Hyster’s industrial truck 
division with headquarters at Danville, 
Ill. 

Fred Welch is now Hyster’s general 
parts and service manager and also is 
in full charge of the eight company- 
owned retail dealerships located in key 
cities throughout the country. He has 
been head of the marketing division for 
the past two years and before that man- 
aged retail operations in Seattle and 
San Francisco. 
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STRAWS IN 
THE WIND 


By FRANK C. STURTEVANT 


> Recent publicity about Dowtherm 
209 as a substitute for water in cool- 
ing systems led to a certain amount 
of speculation. It’s natural to wonder 
if car manufacturers have a new type 
cooling system in the works—and if 
so what’s ahead for antifreeze, fan 
belts, radiator hose and related ac- 
cessories. 

There’s no such change impending. 
Car manufacturers don’t question that 
Dow Chemical may have an improved 
compound for an ebullient or vapor- 
phase cooling system, but they don’t 
like the system itself. They claim it 
tends to raise octane requirements be- 
cause of generally higher engine 
temperatures. 

Oddly enough, the higher but more 
even operating temperature is claim- 
ed as one of the advantages of ebul- 
lient cooling. The temperature is 


Ebullient cooling system was installed 
in Chevrolet V-8 to test Dowtherm 209 
as water substitute. 


higher because the liquid is always 
at its boiling point (209 deg. F). The 
cooling effect comes from evapora- 
tion, not circulation. 

As fast as vapor boils off, it’s con- 
densed and returned. Temperature 
drop only 2%-3% compared with 
10% for conventional systems. The 
more even temperature is said to put 
less stress on cylinder walls, piston 
rings, and so on. 

Ebullient cooling isn’t new. It’s 
been used for some time on large 
engines and compressors in the oil 
fields. At various periods automobile 
engineers tried and discarded it. 
Nevertheless, Dow thinks that with 
the aid of its new compound, ebullient 
cooling may now offer advantages in 
heavy truck engines. 
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But for the passenger car field, Dow 
sees no present application. 
> What amounts to a porcelain finish 
is the newest idea for making a cor- 
rosion-proof muffler. The Bettinger 
Corp. of Milford, Mass., is reported 
as having developed a ceramic coating 
for mufflers. (Bettinger also makes 
all-porcelain prefab service stations). 

It’s only natural that the runaway 


Tires—Batteries—Accessories 





market for replacement mufflers 
should attract ideas for improved 
mufflers. In fact, car manufacturers 
have taken steps to improve the quali- 
ty of original-equipment mufflers. 
Presumably in the future original 
mufflers may last longer than the 
15,000 miles that’s a common failure 
point now. But so far there’s no ap- 
parent dent in the replacement boom. 








VIKING HEAVY DUTY PUMP 


BUILT TO ACCEPT ANY ONE OF 5 


SPEED REDUCERS 


™ Positive Pumping x" 


VIKING BULK PLANT PUMPS 


You can eliminate slow priming, vapor locks, spas- 
modic delivery and partial emptying of tanks. Insist 
upon Viking positive displacement pumps. They're built 
to handle petroleum products from gasoline to lube oil 


and grease. 


The line is complete. Capacities 24 to 1050 G.P.M. 
Pressures to 200 P.S.I. Single or twin pumps. Heavy- 
duty or general purpose construction. Many models. 


Many Underwriters approved. 


For complete information on Figs. 288 and 4161A, send for folders 
SP-488R and SP-495R. 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. In Canada, it’s “ROTO-KING”’ Pumps 
Offices and Distributors in Principal Cities © See Your Classified 
Telephone Directory. 


ALL WEATHER TWIN PUMPS 


FOR HANDL 


INC face 
YU UAQUL 
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What's New 


in TBA... 





Washer solvent 


: is now offered by Prestone in a 
2-0z. plastic tube. Tube has twist-off 
top, fast-pouring spout, and contains the 
right amount of concentrate for one 
windshield-washer refill. Available in 
24-tube self-vending container for island, 
window, counter or shelf display, 


Circle No. 28 on Reply Card 


Rear-view mirrors 


: in new designs called the 
Dietz Playboy series. Features are extra 
heavy glass, vibration-proof replaceable 
and triple-plated chrome finish. 
Each mirror comes wrapped in a plastic 
bag, then packed in three-color display 
box. 


are 


heads, 


Circle No. 29 on Reply Card 


¢ PUMPS EASIER 
¢ LASTS LONGER 





* BUILT BETTER 


Stainless hose clamp 

Better Specialties 
powerful as a 
half the cost. 


brought out by 
is claimed to be as 
worm-gear clamp at 
Stainless-steel band, 834-in. long, can 
be used to fit any hose by inserting 
band through slot in nut, bending over 
leg, and snipping off any excess. Retail 
price 19¢. 


Circle No. 30 on Reply Card 


RuGlyde package 


. . . for the resale market is a 4-color, 
8-ounce can with a price tag of 69¢ 
retail. American Grease Stick wants to 
promote the product for consumer use 


as a cleaner of plastic and leather 
products of all kinds around the house 
and on the car. 


Its easy push-pull action is your assurance 
of quick service. Pumps up to 20 gallons 
per minute of lube oils, alcohol, anti- 
freeze, flushing oils, diesel fuels, kerosene 
or gasoline. 

Wayne DD-1 Hand Pumps are built 
for extra long service with Nylon shaft 
bearing, integral O-ring seal, double 
diaphragm, non-clogging screens and 
self-cleaning valves. 

_ For quick service, longer wear-and low 
cost, trouble-free operation get a Wayne 
DD-1 Hand Pump. Write for catalog of 
pumps and accessories for garages and 
service stations and farm use. 


THE WAYNE PUMP COMPANY 
Division of Symington Wayne Corporation 


Salisbury, Maryland 


WAYNE PUMP CANADA, LIMITED, TORONTO, ONT, 














Circle No. 31 on Reply Card 


Truck mirrors 


introduced by Auto Lamp of 
Chicago, have either long or short arms 
in either telescoping or rigid type. 
Rectangular. 514 .x. 742-in. heads have 
either steel or rubber rims. Hinge-type 
mounting brackets adjust to 3-in. angle. 
Standard mirrors are heavy clear glass, 
with nonglare glass optional. 


Circle No. 32 on Reply Card 


Brushes and scrapers 


. . . for cleaning windshields are offered 
by Mark Manufacturing in a dealer 
display assortment that can be hung 

| anywhere. Because there are five differ- 

| ent scrapers priced from 15¢ to 98¢, 
display is said to stimulate impulse sales 
by silently inviting the customer to make 
comparisons. 


Circle No. 33 on Reply Card 
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TBA Suppliers .. . 





The Bell Co., Chicago manufacturer 
of the Flare line of cooling-system chem- 
icals, is offering a dealer premium of a 
set of monogrammed glasses in a choice 
of eight styles. The dealer gets the pre- 
mium by sending back the coupon packed 
in each assortment of Flare products, 
plus $2. 

a 


Bowes Seal Fast Corp., Indianapolis, 
continues to expand the TBA line it sells 
through its chain of franchised truck 
distributors. Lastest additions are the 
Trico wiper blades, arms and accessor- 
ies; and Wayne line of tank, radiator 
and oil-breather caps. 


Raybestos-Manhattan has opened a 
new branch in Chicago at 4633 S. Knox 
Ave. The new warehouse and office fa- 
cilities are twice the size of the former 
location. F. H. Lugar is Chicago district 
sales manager. 

> 


* Commercial Solvents Corp. is running 
a heavy outdoor advertising program on 
Peak antifreeze. Described as a “sat- 
uration” campaign, posters are appear- 
ing in 161 markets from coast to coast. 


Warner-Patterson has added one new 
product and designed new display cards 
for two of its present products. The new 
item is a fuel-line antifreeze called War- 
ner Anti-Icer with a suggested retail 
price of 55¢. The new display cards are 
for Warner Speed Flush and Warner Li- 
quid Solder. Both products are being 
featured in advertising in national con- 
sumer magazines. 

* 
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B. F. Goodrich has taken on the Co- 
lumbus line of shock absorbers. The line 
is now stocked at all BFG warehouses. 


Electric Auto-Lite is using a new 
series of radio programs as a joint ad- 
vertising effort for both spark plugs and 
batteries. Under the new program, Auto- 
Lite sponsors eight daily newscasts, five 
days a week, on NBC’s “News on the 
Hour.” 

© 


Crescent Co, starts a special promo 
tion the week of Oct. 4-10, which is Na- 
tional Fire Prevention Week. Crescent’s 
theme, “Neglected Wires Cause Fires,” 
is carried out in posters for service- 
station walls, windows, pumps and lube 
bays. ie 

Dayton Rubber is building a new 
Philadelphia district office and ware- 
house. A feature will be a modern elec- 
tric retread plant for both passenger and 
truck tires. 


GOOD NEWS! 


for liquid —_ shippers 


i 


Amazing New C. 1 Contin! Flange 
Speeds Barge Loading and Discharge 


Hook-up time for multi-hose connec- 
tions is now reduced to minutes instead 
of hours! Barge, dock and shore instai- 
lations on inland and coastal waterways 
gain never-before economies in time 
and safety. Find out how you, too, can 
benefit from this vital improvement in 
the transfer of liquid cargo. 


*PATENT PENDING 
WRITE: 


Flanges available in 
3 styles: short spoot 
piece (illustrated); 
studded; and screw 


® 


CAMLOCK FLANGE SALES CORPORATION 


39 REDFERN AVENUE, 


Baton Rouge and Houston: Rawson & Co., 
San Francisco: H. J. Wickert & Co., Inc., 


INWOOD 96, L.I., 
Inc. 1223 Waugh Drive, Houston 19, Texas 


Folsom Street, 
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N.Y. ¢ FA 77-3430 


San Francisco 7, California 


185. 
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ee 
Fitzgerald Keil 

John W. Fitz- 
gerald has been 
named by Good- 
year as petroleum 
account executive 
at Los Angeles, as- 
signed to the Un- 
ion Oil account. A 
former Goodyear 
store manager, 
Fitzgerald has been 
, petroleum __repre- 
Harvey sentative at New- 
ark, Philadelphia and New York. At the 
same time, Ralph W. Keil, who has been 
a special petroleum representative in 
New York, succeeds Fitzgerald as ac- 
count executive; and David A. Harvey, 
former field representative at Terre 
Haute, Indianapolis and Cincinnati, suc- 
ceeds Keil as special petroleum repre- 
sentative at New York. 

e 


Marshall A. Ste- 
phens is the new 
anti-freeze sales 
manager for Du 
Pont, succeeding 
T. A. Parriott, who 
died last July 29th. 
A veteran of 23 
years with Du 
Pont, Stephens, 44, 
joined the com- 
pany as a labora- 

Stephens tory technician in 
the San Francisco Fabrics and Finishes 
department. Following an interlude of 
military service, he returned as an anti- 
freeze and specialties salesman in Salt 
Lake City. After becoming district man- 
ager at Chicago and New York he went 
to Wilmington as assistant sales man- 
ager in 1955. e 


Robert M. Mc- 

Neily, vice presi- 

dent in charge of 

Sales of Warner- 

Patterson Co., 

Chicago manufac- 

turer of cooling 

system chemicals, 

died Aug. 4 at the 

age of 64. For 

i many years Bob 

i McNeily has been 

MeNeily a familiar figure at 

Oil Industry TBA meetings. He was also 

a founder and one of the first presidents 
of the Oil Men’s Club of Chicago. 


An organization change at Union Car- 
bide, affecting Prestone and Eveready 
brands, brings these changes: 

Adger S. Johnson, formerly president 
of National Carbon division is now a 
Union Carbide vice president in charge 
of a new division known as Union 
Carbide Consumer Products Co. The 
new division has taken over the market- 
ing of antifreeze, batteries, automotive 
specialties and garden chemicals. Na- 
tional Carbon retains electrodes, carbon 
brushes and similar products. 

e 

Arthur C. Bryan becomes president of 
Union Carbide Consumer Products Co. 
Since 1954 he has been vice president 
and general manager of National Car- 
bon’s consumer products group. Bryan 
joined Union Carbide in 1935 and sub- 
sequently held a number of positions in 
National Carbon’s sales organization. 

e 

Walter P. Cartun has been promoted 
to general manager of General Electric’s 
miniature lamp department at Cleveland, 
succeeding Kenneth G. Reider, retired. 
Cartun came to G.E. in 1939 as an 
engineer at the Cleveland Welds plant 
and served in similar capacity, and as 
plant manager at several other G.E. 
plants. 

e 

Haskell Cunningham, former manager 
of petroleum sales for B.F. Goodrich, 
is now merchandise manager for Ada 
Oil Co., large Phillips distributor of 
Houston, Tex. 
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can make all these claims 


Superior quality 


Uniform wall thickness 
—no weak spots 


—precision ain 4 . : r 


Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 


Pn 


Extra 
Hi-Strength 
forged 
handles 
—greater 
economy 


Stainless 
Steel pins 


—greater 
safety and 
longer 
service 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


j 


= | 


Superior quality 


—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 
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(WHY DO OIL MARKETERS 


READ NPN*? 


BECAUSE IT’S FULL 
OF USEFUL MONEY- 
MAKING IDEAS / 








*National 
Petroleum 
News The magazine for 
oil marketing management 
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Another big seasonal promotion for Texaco Dealers... sparked 
by exclusive Texaco Toy Tank Truck offer — a big-value, station 
traffic-builder: By color ads in Look, Life, Saturday Evening Post, 
American Legion and Sunset. Via TV on Texaco Huntley-Brinkley 
Report— popular news program 5 nights a week... plus spot com- 
mercials, nationwide. Plus compelling station-display material. 


Result: More new customers, more service and product sales, par- 


ticularly Texaco Safe-T check-ups and Texaco PT Anti-Freeze. It 
all adds up to a very healthy boost in profits for Texaco Dealers 


this Fall! That’s why it pays to sell the best...sell TEX ACO 


October, 1959 * NATIONAL PETROLEUM NEWS 
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TEXACO 


jid NOW 
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A SOLID FUTURE is one of the advantages of 
being a Texaco Dealer or Distributor. There may 
be an opportunity for you. Investigate—send this 
coupon to Sales Manager, Texaco Inc., 135 E. 42nd 
St., New York, 17, N. Y. 

I would like to get complete information about 
the possibility of my teaming up with Texaco as a 


[} Dealer _) Consignee [) Distributor 


Name____ 
0 


en ce eeD Zone___State__ 
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Champion’s small scope adds showman- 
ship to spark plug testing. 


New Way to Boost Plug Sales 


CHAMPION is using its new Plug-Scope 
as the spearhead of a bid for service 
station business that’s stronger than any- 
thing the company has done in recent 
years. 

Champion has always been a con- 
sistent advocate of testing spark plugs 
in customers’ cars as the best way to 
find prospects for new plugs. Now it 
has a dramatic new tool for the test. 

The tool is an oscilloscope, but a 
smaller and apparently simpler one than 


caalieton, Long service life at top perform: — 
ance with minimum maintenance add up to 
year-in, year-out profits. For experienced help 
in selecting pump and related equipment... 


for new or existing tank trucks... 


call your 


Blackmer distributor or representative. 


MORE PROFIT FEATURES — () Flanged pipe 
connections, (2) Built-in pressure-control valve, 
(3) Non-metallic sliding vanes self-adjusting for 
wear, (:) Cartridge-type mechanical seals, (5) Anti- 
friction es. Top efficiency with minimum 


liquid materials handling 


equipment 


BLACKMER 


TRUCK PUMPS 


BLACKMER PUMP CO. 


¢ Grand Rapids 9, Michigan 


See Yellow Pages for your local sales representative 


(To obtain more data on advertised products see page 172) 
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the all-purpose scopes which have come 
into use lately as a tuneup aid (NPN 
—Nov. ’57, p. 92). The Champion Plug- 
Scope tests only the voltage required 
to fire a plug. Vertical lines on the 
scope show by their height the voltage 
each plug is taking. As plugs wear, 
lines get higher, until they pass a red 
warning mark, indicating it’s time for 
replacement. 

How it Works — The Plug-Scope is 
powered by the car’s battery, compen- 
sating for either 6 or 12 volts automati- 
cally. It can be attached to any car with 
four simple connections: one each to the 
battery posts (red and black); one to the 
center tower of either the distributor or 
ignition coil, whichever is more acces- 
sible (yellow); and a fourth clipped 
around any spark plug cable (green). 

The engine is started, allowed to run 
about 30 seconds to stabilize, and then 
accelerated momentarily. It’s during this 
acceleration, that the height of the traces 
are noted on the screen because that’s 
when plugs get their real test. If a plug’s 
going to miss, it'll do it under accelera- 
tion when it’s drawing the most voltage. 

When to Replace — The Plug-Scope 
test is based on the principle that no 
plug should be left in the engine when 
it takes too much voltage to fire it. The 
danger point is considered to come when 
the voltage trace on the screen gets 
above the red warning line. At that 
point the plugs are taking about two 
thirds of the open circuit voltage avail- 
able in the ignition system. It has been 
determined that a tendency to miss sets 
in above that level. 

Related Tests — Although Champion 
developed its Plug-Scope primarily as a 
means of locating poor plugs, the in- 
strument does have a few other uses. It 
will also reveal low voltage available 
from the ignition system; reversed coil 
polarity; or excessive gaps in the sec- 
ondary circuit. 

Selling Power — To get some real- 
life experience with the Plug-Scope, 
Champion arranged a_ two-week trial 
run with 39 dealers. The dealers tested 
plugs in 1,405 cars out of a_ possible 
16,260 cars that drove into their sta- 
tions. By comparison with the two weeks 
preceding the test period, the use of 
the Plug-Scope brought an average of 
$50 worth of additional spark plug sales 
to each dealer, Champion reports. 

That 75% increase in plug business is 
cited by Champion as ample justifica- 
tion for a dealer’s purchase of a Plug- 
Scope. In addition dealers who took 
part in the trial run also reported in- 
creases in other sales including batteries, 
filters, and tuneups, as well as lube 
jobs and oil changes. 

Plug-Scopes are being offered to deal- 
ers at $49.95, as part of a package that 
includes an assortment of 50 Champion 
plugs. Total price of the package is 
$79.45 and along with it the dealer 
gets posters, banners, decals and other 
merchandising material. 
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225 reasons why 


— Subject Index to the 1959-60 NPN FACTBOOK Issue 


Additives 

Advertising 

Annual Reports 

Associations, Directory of 

Automobiles 
Car breakdowns 
Car data forecasts 
Consumer expenditures 
Engine and lube data 
Foreign car tire sales 
Gasoline consumption 
Motor vehicle travel 
Registrations 
Service station trade 
Tires, batteries, accessories 
Two-car families 


Batte-les 

Brand Names 

Bulk Plants and Terminals 
Number, by company 
Number, sales, ownership 
Planned expenditures for 
Storage capacities 
Water terminal directory 


Canada 
Brand names 
Company credit cards 
Distribution lineup 
Motor vehicle registrations 
Number of retail outlets 
Oil company personnel 
Product sales by customers 
Relations to U. S. 
companies 
Where companies market 
Capital Expenditures 
By oil companies 
Highways 
Marketing expenditures 
Oil and other industries 
Census Reports 
Bulk plants and terminals 
Farm oil expenditures 
Lube oil sales 
Service stations 
TBA replacement parts 
Transportation 
Commission Agents 
Number, by company 
Consumer Expenditures 
Cooperatives 
Credit Cards 


Crude Oil 


Prices 
Refinery capacities 
Supply-demand 


Degree Days 


you should have the 
NPN FACTBOOK handy 


Diesel Oil 
Farm and tractor use 


Distillate Fuel Oil 


Canadian sales 

Prices 

Refinery yields 

Sales, by state and by use 

Supply-demand 
Equipment 

Directory and buyer’s 

guide 

L-P-Gas 

Oil heat equipment 

Planned expenditures 

Truck census 

Truck restrictions 


Farms 
Cooperatives 
Petroleum expenditures 
Tire sales 
Tractor sales by type 
Forecasts 
Gas industry 
Gasoline octane ratings 
L-P Gas market 
Lube oil consumption 
Motor vehicle registrations 
Motor vehicle travel 
Passenger car trends 
Retail trade 
Supply-demand 
TBA sales potential 
Fuel Oil 


Canadian sales 

Degree days 

Heating equipment sales 

Prices 

Refinery yields 

Sales by state, type 

Supply-demand 
Gasoline 


Brand names 

Canadian sales 
Consumer expenditures 
Consumption 

Farm and tractor use 
Marine sales 

Motor vehicle travel 
Octanes 

Premium grade sales 
Prices 

Refinery yields 

Retail sales 
Supply-demand 

Tax laws, rates, collections 
Where companies market 


Government 


Guide to legal issues 
Federal highway program 


Tax laws, rates, collections 


Highways 
Building program 
Toll roads 


imports, Exports 

Jet Fuel 

Jobbers 
Associations directory 
Bulk plant ownership 
Number, by companies 


Kerosine 
Farm use 
Prices 
Refinery yields 
Supply-demand 


Legal Issues 

Liquefied-Petroleum Gas 
Equipment 
Farm and tractor use 
Pipeline capacities 
Sales, past and future 
Supply-demand 
Transportation 
Underground storage 


Lubrication 
Auto use 
Census sales breakdown 
Consumer expenditures 
Consumption forecast 
Motor oil ratios 
Production 
Retail motor oil sales 
Supply-demand 


Marine Sales 


Marketing Companies, U. §. 


Annual reports 

Brand names 

Capital expenditures 
Credit card use 
Distribution lineup 

Sales management 
Where companies market 


Motor Oil 
Natural Gas 
NPN Reference List 
Oil Companies 
PAD Map 
Pipelines 
Delivery of products 
Products pipeline map 
Population Forecast, U. $. 
Prices 
Refineries 


Directory 
Product yields 





Residual Oil 
Canadian consumption 
Prices 
Refinery yields 
Sales by use 
Supply-demand 
Retail Trade 
Consumer expenditures 
Credit cards 
Forecast: Retail trends 
Gasoline prices 
Number of stations 
Population projections 
Station building permits — 
Station capital expendi- 
tures 
Station dollar sales _ 
Station operating ratios 
Stations on toll roads 
TBA sales 
Two-car families 
Service Stations 
Storage Capacities 
Supply-Demand 
Tank Cars 
Taxes 
Anti-diversion laws 
Oil company payments 
Quick history 
Rates and collections 
Terminals 
Tires, Batteries, Accessories 
Antifreeze sales 
Auto trends forecast 
Battery sales 
Car breakdowns _ 
Consumer expenditures 
Directory and buyers’ 
guide 
Farm tire market 
Forecast: TBA sales 
Replacement parts market 
TBA Sales ratios 
Tire sales 
Tubeless tires 
Wax polish 
Where tires are purchased 
Toll Roads 
Tractors 
Transportation 
Pipeline map, capacities 
Product shipments 
Trucks 
Delivery of products 
Number and capacity 
Planned expenditures 
Registrations 
Size and weight restric- 
tions 





A few FACTBOOKS are still available 
St., New York 36, N. Y. Price: $2.00. 
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CITIES SERVICE ANNOUNCES NEW ANTI-FREEZE 
THAT GIVES UP TO 50 TIMES BETTER RUST PROTECTION! 


New Koldpruf is major scientific advancement 


Cities Service has announced a remarkable new anti-freeze which is 
reported to have given up to 50 times better protection against rust in 
tests recommended by a leading automotive manufacturer. 

Named Koldpruf and fortified with an exclusive additive called CS 17, 
the new anti-freeze is now the subject of an intensive advertising cam- 
paign on radio, television, and billboards. 

According to Cities Service scientists, the new anti-freeze protects all 
five metals commonly used in cooling systems and is effective even in hard 
water and even if reduced to 20% solution. 

Now available at Cities Service stations, the new anti-freeze has already 
attracted a number of new customers and is expected to increase station 
check-n-change traffic as word of the new product spreads. 








New anti-freeze is so 
vastly superior that Cities Service 
built a new plant to produce it. 


A good indication of the quality 
of any product is the plant that 
produces it. Developed by Cities 
Service research scientists, who 
also pioneered in the develop- 
ment of the first permanent type 
anti-freeze, new Koldpruf is 
made in a brand-new plant near 
Lake Charles, Louisiana. The 
new plant assures that the protec- 
tion built into Koldpruf by Cities 
Service researchers will be main- 
tained in commercial production. 








1960 Outlook for Jobbers and Dealers 


an r [ Never before has the outlook for Cities Service Jobbers 

Fortified with CS 17, 5 and Dealers been more profitable. Never ee has 
New Koldpruf protects all 17 points Cities Service been able to offer so much incentive, so 

? é 5 much assistance to new dealers and jobbers. 

in the cooling system If you're interested in becoming a Cities Service 
In formulating new Koldpruf Anti-Freeze, Cities Service Jobber or Dealer—and have had some previous mar- 
developed an exclusive new additive called CS 17. This keting experience—write: Cities Service Oil Company, 
new additive in combination with other special character- Sixty Wall Tower, New York 5, N.Y. 
istics enables Premium Koldpruf to protect all seventeen 
points in the cooling system. 
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Distillate Stocks Create Doubts 


HE OIL DEMAND PENDULUM is about to swing away from gasoline to burning oils. 
Marketers are eyeing the current swing with a bit of caution, because the trend 
toward distillate stock buildup may be coming at a faster-than-wanted pace. 

Despite large weekly additions to storage in August and early September—inventories 
rose to 24-million bbl. more than year ago—some in trade are saying that distillate stocks 
are not unusually high based on anticipated demand and normal weather. 

But buying habits of jobbers don’t change. When they feel stocks are high, as they 
now do, they hold off purchases in hopes of getting concessions from their suppliers. 
Summer-fill distillate programs were extended to the end of September in the Midwest, 
but even this did little to stimulate demand. In the East, there was talk that summer dis- 
counts may drag on for awhile. 

A key to price stability during the fall months could be refinery operations. If runs are 
held down and degree days come early, it would tend to shore up prices to point where 
some of discounting would be eliminated. Early betting, however, is that there is little 
likelihood of appreciable price strengthening, at least for the start of the heating season. 


Historical Note 


Propane producers throughout the nation have a strong faith in their market. Stocks of 
liquefied petroleum gas have passed the 1-billion gal. mark for the first time and in mid- 
summer were 40% higher than last year. Prices advanced generally 1¢ gal. in September, 
with the hike covering a wide front. Big difference between propane and distillates is the 
ability to store propane, and swings in demand are much greater. 


The Best Way to Start a Season 


It was ten years ago—September 12, 1949—that Standard of Indiana began marketing 
its products on a delivered price basis because of the need for flexibility in the market 
place. The postwar rise of private-brand competition was beginning to be felt strongly by 
this time by all big-brand marketers. 





YOUR GUIDE TO NPN PRICES 
Market barometer ....................page 193 
Refinery and terminal prices .. 194 
Key: esadien: af) Oilneei ai. cass. 658, sea 
Tank wagon prices ........ inated 196 
Gasoline consumption by states .. +o 
Gasoline prices for 55 cities ... , 199 
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Finance ... one of 10 vital links in 
building a successful jobber operation 





Finance, supplied by the oil company be- 
hind the jobber, is one of many integral 
parts that must be linked together in order 
to establish a successful jobber operation. 
As part of its jobber FINANCE service, Shell 
will assist jobbers in financing expansions 
and modernizations. 

Shell offers its jobbers many other out- 
standing benefits including: 
Merchandising — The Shell Jobber Repre- 
sentative and the Shell Retail and Mer- 
chandising Representatives keep the jobber 
and his organization abreast of the latest 
techniques in service station operation 
and management. 


Training—Shell conducts Jobber Work- 
shop conferences and Retail Training 
schools in jobber marketing areas. 


Advertising—Shell supplies jobbers with 
local advertising copy for all major media 
at no cost and then pays 50% of time- 
space costs on a co-op basis. 


Volume— Shell markets more than one- 
third of its total gasoline and over 70% 
of its fuel oils through jobber organizations. 


Stability— Shell, where legal, may give its 


jobbers exclusive territorial rights and the 


chance to extend contract length up to 
5 years. 


Consultation—Shell offers the help of com- 
petent real estate representatives, engineers 
specializing in construction and main- 
tenance, and financial consultants. 


Product Acceptance — Shell, one of the coun- 
try’s largest national advertisers, has top 
consumer acceptance. 


Flexibility—Shell has a pricing policy that 
is fair and competitive at all times. 


Research — Shell spends millions of dollars 
every year on research. Seven Shell re- 
search laboratories employ 2000 technical 
experts who constantly work to improve 
and expand the Shell product line. 


Shell jobbers enjoy these benefits and many more . : . reason enough for agreeing— 


° IT PAYS TO BE A SHELL JOBBER 


—and the nearest Shell office will be glad to show you why 


(To obtain more data on advertised products see page 172) 
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PRODUCTS VS. CRUDE GULF COAST 


12.0 


1B 


COASTAL CRUDE 
30 GRAV. LOW COLD 


Zz 
° 
= 
< 
© 
a 
aa 
a 
” 
Ee 
y 
Ad 
U 


= 


JFMAMJJASOND 
1959 


YEAR 51 53 55 57 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas, east of California. 
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PRODUCTS VS. CRUDE MID-CONTINENT 


REGULAR GRADE GASOLINE 
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MARKET BAROMETER 



































Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 7 crude producing areas, including California. 












































Refinery and Terminal Prices 








All _ Prices are supplied by Platt’s Oilgram Price Service, NPN’‘s as- 





Arrows indicate upward and downward move- 


ment of the pase preceding the arrow. Prices as of September 15. 


Last previous 


Motor Gasoline 


Gulf Coast yg 

100 oct. prem... .13-14 

99 oct. prem 12.625-13.75 
98 oct. prem 1225-13 

97 oct. pre 12-12 .625 
95 oct. 11. 75-12 .25 
93 oct. prem. ....11.256-11.75 
92 oct. prem,....11 -11.5 

90 oct. prem 10.75-11.25 
87 oct. reg...... .10.375-10.625 
84 oct. 10-10.5 

83 oct. o seeee 9.875-10.375 
79 oct. 9.625-10.125 
70-72 oct. M.....9.5 -10 


Baltimore, Md. 
Reg. grade 12.3 


Boston, Mass. 
Prem. grade 
Reg. grade 


Buffalo, N. Y. 
98 oct. prem. . 
92 oct. reg 


Charleston, $. C. 
Prem. grade... ..14.4-14.65 
Reg. grade - 12.4-12.65' 


Chicago, I. 

99 oct. prem.....14.26W-14.5V 
98 oct. prem... ..14W-14.25 

97 oct. prem... .13.5W-13.75 
92 oct. prem... .11,875W-12. 125 
91 oct. reg. 11.75W-12 

89 oct. reg.......11.5W-11.75 


Detroit, Mich. 
98 oct. prem... . 
92 oct. reg... 


Houston, Tex. 

Prem. grade. ....15 - 16.25 
do barges 14.5 

Reg. grade...... 12 7- 12.75 
do barges 


Jacksonville, Fla. 
Prem. grade... . 
Reg. grade 


Miami, Fla. 
Prem. grade... . 
R eg. grade 


Minneapolis-St. Paul, Minn. 
99 oct. prem.... .15.68Y-15.93 
91 oct. reg.......12.93 13.18 


Wwiobile, Ala. 
Prem. grade... ..16.1 
Reg. grade.......13.1 


Norfolk, Va. 
Prem, grade. ....15.05 
Reg. grade 


Pensacola, Fla. 


Philadelphia, Pa. 
Prem. grade... . 
Reg. grade 


Port Everglades, Fla. 
Prem, grade 
Reg. grade 


Savannah, Ga. 


Reg. grade....... 


Tampa, Fla. 
Prem. grade 
Reg. grade.......12 


Wilmington, N. C. 
Prem. grade ; : 
Reg. grade 12.4-13.95 


Oka. (Okla. Shpt.) 


99 oct. prem 
91 oct. reg 12,5-12.75 


Okla. Group 3 (Northern Shot.) 
99 oct. prem. . 14.25W-15.25W 
91 oct. reg... .-..11.5W-12.25 


maeiens 

99 oct. prem... ..14.5-16.3 

98 oct. prem.....14.5-16. 254 
90 oct. reg. 12.5-14. 25 
88 oct. reg 12.5-13.75W 
60 oct. & below...12.125-13.5 


194 


isting: August 15. 


New 1dr Texas 
99 oct, prem. 14.75 

98 oct. prem.....14. a 5. A wad 
90 oct. reg....... 12.75-13 

88 oct. reg....... 12.5A-13 7 
60 oct. & below.. .11.875-13 


East Texas 

99 oct. prem... .. 15.375-16.25 
98 oct. prem... . .15.375-15.75W 
90 oct. reg 12.625-13.25 
88 oct. reg. 12.63 3.25 
60 oct. & below.. .12,25-1.375 


Ark. (For shpt. to os & La.) 


84 oct. reg. 


Kans. (For Kans. destinations only) 
99 oct. prem... ..15.5W-15.75 
91 oct. reg 12.5W-12.75 


Western Penna.—Bradford-Warren 
98 oct. prem 
03 oct. reg....... 13 


Oll City 
98 oct. prem.. 
93 oct. reg. 


Central ee 
100 oct. prem. 

99 oct. prem.. 

92 oct. reg...... AW 
91 oct. reg. 


California—Los Angeles (istrict 
Rack: 


-14.75-15 
13.2 


98 oct. prem..... 13.65 4-15.7 
94 oct. prem... .. 12.65A-14.6 
88 oct. reg.......11.65 4-12.65 
84 oct. reg. 11.15 4-12.6 


Tank Car: 

98 oct. prem..... 13.654~15.7 
12.65 

-12.6 


88 oct. reg. 11.65 
84 oct. reg.......11.15 


Tank Truck (400 or mors) 
98 oct. prem 21.3-22.3 
88 oct. reg 17.8-17.9 


San Francisco District 

Tank Truck (400 7 or a 
98 oct. prem 8-22 

88 oct. reg rH .. 18 ‘ 


94 oct. prem... . .12 WAI 6 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 w.w. kero. . S75 A: 10.375 
No. 2 fuel. ~9.875 
53-57 d.i. gas oil. 3 375-10.25 
48-52 d.i. gas oil..8.25-10.125 
43-47 d.i. gas oil. .8. 125-10 
Bunker C fuel... .$2.00-2.10 
Bunker C fuel 

max 14 sulf.. .$2 .25-2.35 


Albany, N. Y 

ag me No. 1. 

No. 

Dieeel oil, shore 
a 9.6 


$3.46-3.83 
No. 6 fuel, no 
sulf. guar......$2.49 


Baltimore, Md. 

Kerosine, No. 1. ry 
do barges mee 

No. 2 fuel. ..... 9.35 
do barges 9.05 

Diesel oil, shore 
plants.........9.6-9.7 

No. 4 fuel. . $3.05W-3.00W 

do barges... .$2.99W-3.03 

No. 5 fuel.......$2.75W-2.79 

do barges $2.69V-2.73V 


No. 6 tuel, no 
sulf. guar..... 


Light Diesel, 
> bunkers 
Heavy Diesel, 
bunkers....... $3.69V 
Bunker C, 
bunkers. 


$2.26W-2.30 


Baton Rouge, La. 
Kerosine, No. 1. 
No. 2 fuel. ie 
Diesel oil, shore 
plants 
No. 5 fuel....... $2.64 
No. 6 fuel, no 
sulf. guar 13 
do barges 2.10 
Light Diesel, 
Seabors 3.720 
Heavy Diesel, 
bunkers.......$3.48W 
Bunker C, 
bunkers. ......$2.10 


Boston, Mass. 
Kerosine, No. 1. .9.65Y-9.9 
No. 2 fuel.......9.15V-9.4 
Diesel oil, shore 
~ 9.8 
No. 5 fuel x 
No. 6 fuel, no 
sulf. guar......$2.59-2.64 
do barges..... . $2.56 
Light Diesel, 
bunkers....... $3.97 


Buffalo, N. Y. 

Kerosine (a).... Re 

Diesel fuel (a).. 15 

No. 2 fuel (a).. 10 75 

No. 5 fuel 8.9 

No. 6 fuel. 

(a) Prices afi some ae to bulk com- 
merical consumers are 0.15¢ higher. 


Charleston, S. C. 
Kerosine, No. 1..9.9 
No. 2 fuel. ) 
Diesel oil, shore 


sulf. guar 

do barges...... $2.44 
Light Diesel, 

bunkers...... $3.93 
Bunker C, 

bunkers....... $2.34 


Chicago, Il. 

Range oil, No. 1..9.875-11.85 
No. 2 fuel...... 9.125-10.85 
No. 5 fuel, low 


No. 5 fuel, high 


! 
No. 6 fuel, low 
CUE. 00's ees , 
No. 6 fuel, high 
SEE . 


Bevis, Ohio 


No. 6 fuel. 
*Delivered Cleveland, 


Corpus Christi, Tex. 
o. 6 fuel, no 
sulf. guar......$2.23 
do barges $2.20 
Bunker C, 
bunkers 


Detroit, Mich. 
Diesel oil 

No. 1 fuel. . 

No. 2 fuel....... 
No. 5 fuel.......9. 
No. 6 fuel....... ‘ 


Houston, Tex. 
Kerosine, No. 1. .9 - 
do barges ooee O00 
No. 2 fuel 9 
do barges... 
Diesel oil, shore 
plants.........9.4W-10.75 
No. 6 fuel, no 
sulf. $2.13-2.30 
do fame $2.10 
Light Diesel, 
bunkers....... $2 
Heavy Diesel, 
bunkers 
Bunker C, 
bunkers 


Jacksonville, Fla. 
Kerosine, No. 1. . 
No. 2 fuel 


Miami, Fla. 
erosine, No. 1. .11.5 
= feoel oll, shore 


No. 6 fuel, no 


comment. oe Minn. 
Range oil, No. 1 18W-11.2 
No. 2 fuel. . < BV 10.45 
No. 5 fuel, high 


sulfi 
No. 6 fuel, high 
en OREN 8.4 


Mobile, Ala. 
Kerosine, No. 1.. 


Light Diesel, 
unkers 


New Haven, Conn. 
Kerosine, No. 1. .9. 
No. 2 fuel....... ul 
Diese! oil, shore 


Light Diesel, 
bunkers 

Bunker C, 
bunkers 


New Orleans, La. 
Kerosine, No. 1. .9.5W 
No. 2 fuel..... i iv 
Diesel oil, shore 
plants 
No. 5 fuel....... $2.64 
No. 6 fuel, no 


New York ae 
Kerosine, No. 1. 

do barges.. - 35-9. 6 
No. 2 fuel....... 9.3 

do barges..... .8.85-9.1 
Diesel oil, shore 


$2.42-2 50 
$2.37-2.47 


bunkers....... $2.37 


Norfolk, Va. 
Kerosine, No. 1. .9.8 
SS eee 9.3 
Diesel oil, shore 


Pensacola, Fla. 
Kerosine, No. 1. .11 
No. 2 fi 


Philadelphia, Pa. 
Kerosine, No. 1. .9.8 
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a . 
Key Crude Oil Prices (4s of September 15) 
United States 
California 
ee PSE Kak 6 66 cb dds vs co ccscidvaueebbéns $2.98 
“Weat ee jena PE occvcbakecisnnncehe shox 2.79-2.83 
Mid-Contine: 
wanes naa IIs 6c ov cpbsgvecetccecvceteys 2.62-2.97 
i 
North Dakota, 36 gravity. ...........sscceeeceseeeees 2.62-2.87 
Pennsylvania 
Santina: cdudesicn co endsiecsesncsddechestvhen 4.40 
Canada 
Alberta 
PU Mead eiaden asics sie Cabscpoccccnccncsosetce 2.38 
enezuela : 
ly Yoo heavy, FOB Las Piedras, flat.............. 1.73-1.88 
Middle 
Persian Sul, FOB Ras Tanura 
PIE FEE a5 os cbs osiccccscccccenacetve 1.89-1.90 
Port Everglades, Fla. Okla. Group 3 (Northern shpt.) 
Kerosine, No. 1. .10.85W-11.3 42-44 w.w. 
No. 2 fuel....... 10.6V-11.1 kerosine.......9.5-9.75V 
Diesel oil, shore 53 & above di. 
PM ov ccses 10.6W-11.1 875 
No. 6 fuel, no No. 1 fuel....... 8. 750-9. 25W 
sulf. guar...... $2.35 No. 2 fuel....... 8V-8.5 
do barges...... $2.32 No. 6 fuel. ..... $1.40-1.80 
Light Diesel, 
unkers....... $4 .662 North Texas 
Bunker C, 42-44 w.w. 
bunkers....... $2.22 kerosine....... 10. 5-11.25 
“5 a di. 26-11 
RR - 
eae Nor. .10 No. 6 fuel....... $1.95-2.50 
No. 2 fuel. ......9.5 
— oil, shore New Mexico/W. Texas 
a 9.9 42-44 w.w. 
No. 6 fuel, no kerosine......... 10.5W-11.25 
sulf. guar...... $2.59-2.64 58 & above <.i. 
do barges...... $2.56 ee eee 10.5W-10.75 
Bunker C, No. 1 fuel. ...... > 25-11 
bunkers....... $2.46 No. 2 fuel. ...... 
No. 6 fuel....... Ht 90V-2.60A 
ane nag ** - 
erosine, No. 1. .9.¢ 
No. 2 fuel. ......9.4 aitnw 
~~ pee cee. 10.5-11.1 
plants........- 
No. 5 fuel...... $3.32 Be above di 75-10.5 
No. 6 Lp sa No. 6 fuel....... $2.00-2. 


1%, wallace... $2.83 

do barges. ..... $2.76 
Bunker C, 

bunkers......- $2.46 


Savannah, Ga. 


Kerosine, No. 1. .11.1-11.4 

No. 2 fuel......- 10.9-11.2 

Diesel oil, shore 
plants......... 

No. 5 fuel. ...... $3.01 

No. 6 fuel, no 


sulf, guar...... $2.37 
_do barges. ....- $2.34 


unkers....... $4.578-4.704 

Heavy Diesel, 

bunkers. ...... $3.51V 
Bunker C, 

bunkers....... $2.24 
Tampa, Fla. 
Kerosine, No. 1. .10.9-10.95 
No. 2 fuel. ...... 10.7 
Diesel oi), shore 

plants......... 10.7 


No. 6 fuel, no 


cana $2.34 

Light Diesel Sambal $4.62 
Bunker C, 

bunkers....... $2.34 
Toledo, Ohio 
Kerosine........ 11.25V 
Diesel oil........ 
No. 1 fuel....... 11V-12.9 
No. 2 fuel....... 10V-11.9 
No. 5 fuel....... 8.75-9.05 


No. 6 fuel.......8.25 
Wilmington, N. C. 


Kerosine, No. 1. .9.9 
No. 2 fuel. ...... 9.6 
Diesel oil, shore 
— eee 
No. 4 fuel....... $3.34 
No. 5 fuel....... $2.91 
Light Diesel, 
unkers....... $3.94 
Okla. (Okia. shpt.) 
be w.w. 
kerosine....... 9.875-10.125 
58 & oo di. 

» 9.375W-10.25 
No. ei aaneile 9.375-9.875 
No. 2 fuel....... 8625-9. 125 
No. 6 fuel....... $1.80-1.95 


Kansas (For Kans. destinations only) 
42-44 w.w. 
kerosine....... 10-10.25 

52 & above d.i. 
Diesel -9 


jesel.........9.75 
58 & above d.i. 

Oe ae 9.75-10 
No. 1 fuel....... 9.75-10 
No. 2 fuel. ...... 9-9.25 
No. 5 fuel....... $1.7 
No. 6 fuel......-. $1.80-1.90 
Ark. (For shpt. to Ark. & La.) 
42-44 w.w. 

kerosine....... 10.625 


Tractor fuel... ..11.25 
52 & below d.i. 
Diesel........- 

sm a " 
No. 2 fuel... 
No. 4 fuel. . 
No. 5 fuel 
No. 6 fuel 


Western deconelt: v tonmhmmana 
Kerosine........ 1.5 
55 cetane Diesel. tt 





No. 4 Sdoceee eo 

No. 2 fuel. ..... 10.7 

36-40 am fuel.10 3 

Oll City 

Kerosine........ 12 

55 cetane Diesel. .11.7 

No. 1 fuel....... 11.25 

No. 2 fuel....... ll 
Pittsburgh 
Kerosine........ 11.7-11.95 
50 cetane Diesel. .11.45 

No, 1 fuel....... 11.7-12 
No. 2 fuel....... 11.2-11.5 


36-40 gravity fuel.11.25 


Central Michigan 
— oil, kero- 


Keene ee ces 11. 125-13 .25 
P. Ww. distillate. ..13.1-13.6 
No. 2 fuel....... 10.125-12.5 
1. G. L. gas oil... 11 
No. 5 fuel. ...... 9.1-9.2 
No. 6 fuel....... 8.35-8.45 
California—Los Angeles Dist. 
Rack: 
Stove dist. 
Pe aida deces 9-12 


October, 1959 * NATIONAL PETROLEUM NEWS 


Diese | fue! 
PS 200.......... 8.6-11.25 
Light fuel 
MeMKiiesesci $2.80 
Heavy fuel 
ee $2.15-2.35 
Tank Car 
40-43 ww. 
kerosine......... 15.8 
Stove dist. 
aA 9-15.3 
Diesel fuel 
Sa 8.5-13.8 
Light fuel 
1 ere $2.80 
Heavy fuel 
osetecend $2.15-2.35 
bey Truck (400 gal. or more) 
¥ 
kerosine......... 19.3 
Stove dist. 
ch acheaune 15.8 
Diese! fuel 
| eer 14.3 
San Francisco Dist. 
Tank Car: 
41-43 w.w. 
kerosine......... 16.3 
Stove dist. 
Ms d6ceses 15.8 
Diesel fuei 
5 ree 14.3 
ht fuel 
eee $2.85-3.03 
Heavy fuel 
|) ere $2.40-2.58 
Tank Truck (400 gal. or more) 
ww 
kerosine......... 19.8 
Stove di 
PG 968... 0.0006 16.3 
i) a 14.8 
Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 
Diesel—PS 200... $5.09 
a C—PSs 
Mesdavaweseane 10 
hs Francisco, Calif. 
Diesel—PS 200. 
Bunker C—PS 
Duvedceugeuus $2.15 
Seattle, Wash. 
I—PS 200... $5.55 
Bunker C—PS 
Gascdavisvesed $2.50 





Salina Cruz 
pS re $5.42 
Bunker C....... $3.20 
aaa 

banendeeded $3.88 
om Wewecdac $2.15 
Vera Cruz 
Bunker C........ $2.15 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tanks cars or pipe- 
bines may originate in any Mid-Continent 
district. Prices on basis ot last sale unless 
otherwise designated. 
FOB Group 3 
Grade 26-70 
4.5¢ 
FOB Breckenridge, Tex. 
> yo 26-70 

¢ 


LP-Gas 


Producers contract prices, tank cars 

NG, _— 55A-9.8A 
Rivaaes ~ 

Philadelphia. .... mY 


Oklahoma 
Group 3...... 

Baton ~ sn oa 

New Orleans... 


3 “BMasa-s 875A 


Lubricating Oils 
Western Penna. 
Lo Neutrala—No. 3 Col. Vis. at 


id vis. (180 at 108") 420 to 425 flash. 
“aha SSK 25 


pi vis. (143 at 100°) 400 10405 flash. 
25 p.t...........234 


Bright stocks 
i to 155 vis. at 210, No. 8 Co. 





_ oO aera 22-23, 

Cylinder stocks 

600 s.r. sae. 16 

650 a.r..... on 

600 flash . ..18 

630 flash 20, 

Mid 

FOB Tulsa basis, for domestic shipment 


only, bright stock, vis. at 210° neutrals 
vis. at 100° 0-10 p.p. 


Bright Stock—Conventional 
200 D 


vis. 

10-25 p.p........ 24 
150-160 vs. D 
pay Fo i chine ated 22 

25 p.p. 21.5 
120 vs. D 
1-10 p.p......... 21 
Bright Stock—Solvent 
150-160 vi: 


8. 
0-10 p.p., 95 v.i... 24-25 
Neutral Oils— Conventional — Pale Olis 
60-85 


vis. 
No. 2 eol........ 15.75 
86-110 vis. 


280 vis. No. 3 col.18.75 
300 vis. No. 3 col.19 


Neutral Oils—Solvents—95 v.i. 
170-180 vis. ..... 20. 25-21. 25 
200-210 vis. ..... 20.5-21.5 
300 vis.......... 21.5-22.5 
Cylinder Stocks 

s.r. olive 
Bcc cesesiccs 18.5 
Gulf Coast 


Solvent Refined Oils from Mid-Con 
tinent grade crude: FOL ship at Gulf for 
export. 


Bright Stock, vis. at 210 

150-160 vis. 

0-10 k.t., 05 v.i...24 

Neutral Olle—Vis. at 100; 96 v.!. 6-10 p.t 


REFINERY AND TERMINAL PRICES 



































100 vis.......... 20 
200 vis.......... 20.5 
300 vis.......... 21.5 
Gee On wiveess 22. 
South Texas | 
Vis. at 100° F., FOB 8. Tex. refineries for 
domestic and/or export shipment. 
Pale Olls 
100 vis. No 
Hes ta 7. 15.5 
vis. No. 
BEvccccecce 17 
300 vis. No. 
aa 17.5 
500 vis. No. 
234-34 col....... 18 
750 vis. No. 
are 18.25 
1200 vis. No. 
. ere 18.75 
200 vis. N 
f SSA 19.25 
Red Olls 
100 vis. No. 
ieteoaseed 15.5 
200 vis. N 
(_ SS 17 
300 vis. No. 
Se 17.5 
600 vis. No. 
iin mmaswnd 18 
750 vis. Ne. 
Se + 18.25 
1200 vis. No. 
~ =e 18.75 
2000 vis. No. 
Gicsescccece 19.25 
(Continued on next page) 

















pits te 1,000 Ib. skids; 1.6¢ Ib. for 55 
Mel AMP, 


. cartons. iting points are 
a ae Scale Wax 

New Y. N. Y. 124-120......... 6.6 
Grade $00/130., 


Grade 91/96 ‘ Refined Wax 
Grade 80 16.85 123-145......... 7.65 


oledo, Refined Wax 
Seine oe 149-151.........9.18 


Petrolatums 


Western Penna. 
Bbis.; carloads; se 2.25¢ less. 


124-6 AMP white 
crude scale... ...6.25 


= Ha bulk lote i ts d 
rices are for bulk lots in cen’ poun 

in tank cars or tank trucks, F. ~y “4 
tic or Gulf Coast refineries. For sla) 

add: 0.9¢ Ib. for 1,500-2,000 Ib. pallets 


Naphthas & Slinerel apts. .18.8 
Solvents Lon a 
Cleaners naphtha.13.875 


Baltimore, Md. 
Mineral spirits. ..17.5 


13. 878 
Lacquer diluent. "14. 125-14, 375 
Mineral spirits. . Benzol diluent. . . 15. 125-15.625 
or vee Harbor 
.M.&P. dheeee 
Oil City: 
Stoddard solvent. 18 


felted caveat. 18 





Tank Wagon Prices 











Prices for gasoline do not include taxes; they do however, include inspection fees, 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate 
column include 3¢ federal and state taxes; also city and county taxes as indicated in 
footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where 
levied are indicated in footnotes. Discounts if any, are shown in footnotes. These prices 
in effect September 15, 1959, as posted by principal marketing companies at their head 


quarters’ offices, but subject to later correction. 


Mobil Oil Co. 


Mobilgas Gasoline 
(Regular) 


T.W. 

New York City 

Manhattan 

OS ar 

Kings 

Queens...... 

Richmond =“ 
Mt. Vernon, N. Y...... 
Albany 
Binghamton......... 
Buffalo » 
Jamestown...........- 
Plattsburg 
Rochester 
Syracuse 
Bridgeport, Conn 
Hartford . oeekes 
New Haven 
Bangor, Me.. 
ae 
Boston, Mass. 
Manchester, N. H 
Portamouth 
Providence, R. I. 
Burlington, Vt...... 
Rutland. 


*Com. cons, t.c. prices 0,15¢ higher. 
Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax 


rmnwrn 
oocoToeo 


rere) 


AION oe Bd 
PLOAMCOH os 
Coooovoe 
cocoooococoe 


Sots 
wSWowmeccrnn 
Mowmearrcrsi43 


11 


) 
Oo 


Cons. i *Mobil Kerosine *Diesel *(No. 2 Fuel) 
T.C. Yard T.W. T.C. T.W. LC. Yard 


11.7 


. 
NPN Gasoline Index 
Dealer T.W. Tank Car 
(cents per gal.) 
Sept. 15 16.50 12.98 
Month ago - 16.65 12.53 
Year ago ‘ . 16.46 13.1 


Dealer index is an average of dealer tank wagon prices ex tax in 50 cities. 

Tank car index is weighted average of following wholesale markets for regu- 
lar-grade gasoline, FOB refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsylvania, California, Philadelphia, Jack- 
sonville, Boston, and Gulf Coast. 











Mobilfuel Mobilheat 


an2 


= 
esses 5° 


oa 


+ OR COMET ay 
- 
= 


o 


uo 
$ Os SB: Qotesetes 


SSoHKKSSeoco: oo: 
OPIOSMAIDWE Sar 
ag 
: 


at tt tet tt pet 


RoHS: Omope 
a 


aed 
* Sone 
uo 


a 
‘Ooo: SoSoooe o: : 
+ ROR BOR WOWOa~bEnlME: oo: wm: ! 


ca 


11.2 
11.2 


‘apis oe: co one 
= \ 
> Sepa 


15 


Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Nic Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—All points, t.w. less 0.5¢ for deliveries 


of 800 gal or more. 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 











Paragon 


30 E. 40 ST., N.Y. C. EM 1-4100 











Fluorescent color for 
solvent extracted and 
additive lube oils 
o 
Petroleum Colors 


PATENT CHEMICALS, 
INCORPORATED 
Paterson 4, New Jersey 


@ SOLVENT NEUTRALS 








AND BRIGHT STOCKS 


Marketer of Petroleum Products @ MULTI-PURPOSE OILS 


NEW ENGLAND PETROLEUM CORPORATION 


New York Sydney, N. S. 


@ CYLINDER STOCKS 


KERR-McGEE OIL INDUSTRIES, INC. 
Boston 
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Atlantic 








Atlantic Gasoline Kerosine 
a, (Regular) 0. 
Refining Dir. Cons. Gasoline No.1 Fuel(a) Fuel (a) 
T.W T.W. Taxes T.W. T.W. 
Philadelphia, Pa.... *16.1 17.1 8.0 14.7 14.0 
Reading ™ 17.1 8.0 14.95 14.3 
17.1 8.0 14.95 14.3 
17.1 8.0 14.95 14.3 
17.1 8.0 15.25 14.6 
17.1 8.0 15.25 14.6 
17.9 8.0 15.5 14.65 
17.9 8.0 15.5 14.65 
17.9 8.0 15.5 14.65 
17.9 8.0 15.5 14.65 
17.1 8.0 pas ones 
16.7 9.0 ne Fi phe 
16.7 9.0 ae 14.3 
6 13.6 8.5 ves ores 
4.4 16.4 8.5 — nees 
Providence, R. I... . 12.9 14.9 9.0 ated 14.2 
Camden, N.J...... 15.0 16.0 8.0 14.4 13.9 
| eee 15.0 16.0 8.0 14.3 13.8 
Albany, N. Y...... 16.4 16.9 9.0 14.7 13.9 
Binghamton. ...... 15.7 17.1 9.0 15.3 14.6 
Buffalo....... ne 15.1 17.0 9.0 15.9 15.5 
imira....... 16.6 17.1 9.0 15.7 15.0 
Rochester......... 16.7 17.2 9.0 15.4 14.8 
Syracuse.......... 16.4 17.4 $.0 ae 
Baltimore, Md... . . 15.4 16.9 9.0 : 14.1 
Richmond, Va...... 14.9 15.9 9.0 14.5 13.8 
Charlotte, N.C..... 14.9 16.6 10.0 14.6 13.9 
Jacksonville, Fla... . 16.6 16.6 10.0 <> 
_ re 16.6 16.6 10.0 we defen 
*Fair-trade minimum service station price.................ceeeeeeeeecees 20.9¢ 
**Fair-trade minimum service station price. ..................eeeeeeeeeeece 21.9¢ 
Heavy Fuels 
No. 5 No. 6 
POS ds oc chad cacevkcns§ case cedceswenncguvanne 9.07 7.45 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna. add 1¢ gal 
for t.w. deliveries under 100 gal at one time. Camden—Add 1¢ for deliveries of 100-299 
gal, 2¢ for under 100 gal. 

(a) Prices subject to 0.5¢ per gal discount; except Philadelphia and” Camden, 0.6¢; 
and Charlotte, no discount. 








Esso Gasoline Kerosine 
St d d (Regular) an No. 2 
an ar Dir. Cons. Gasoline No. 1 Fuel Fuel 
T.W. T.W. Taxes T.W. T.W. 
Atlantic City, N.J...... 15.0 16.0 8.0 14.3* 13.8 
PG hdinsbsneenes 15.0 16.0 8.0 14.3* 13.8 
Baltimore, Md......... 15.9 16.9 9.0 was 14.1 
Cumberland........... 16.4 17.4 9.0 Be? : 
Washington, D.C...... 15.9 16.9 9.0 : 14.4 
Danville, Va........... 15.9 16.9 9.0 14,9* 14.1 
Petersburg............. 14.9 15.9 9.0 14.5 13.8 
ae 14.9 15.9 9.0 14.5 13.4 
Richmond............. 14.9 15.9 9.0 14.5 13.8 
eS 15.9 16.9 9.0 15.9* 14.9 
Charleston, W. Va...... 14.9 15.9 10.0 14.6* de 
PR deca venssinns 15.9 16.9 10.0 16.1* 
Parkersburg........... 15.9 16.9 10.0 15.0° 
Wheeling........... .. 16.1 17.1 10.0 15.0* 
Charlotte, N.C......... 15.6 16.6 10.0 14.6 13.9 
PE. ccceaate sien 15.7 16.7 10.0 14.8 14.2 
oe ox we 16.6 10.0 15.1° 14.4 
Gwin dos eiodb de 15.9 16.9 10.0 15.4 14.8 
a 15.6 16.6 10.0 14.6 13.9 
Charleston, 8.C........ 15.5 16.5 10.0 — 13.43 
Columbia.............. 15.8 16.8 10.0 ods 14.82 
Spartanburg. aa inlis iy Sat <a 16.6 10.0 ics 13.73 
New Orleans, La........ 13.9 14.9 10.0 13.1° ney 
Baton Rouge. ..... .- 13.9 14.9 10.0 12.9° 
Alexandria............. 14.9 15.9 10.0 14.0* 
Lake Charles.......... 13.9 14.9 10.0 12.8* 
Shreveport............ 15.4 16.4 10.0 14.9* 
New Iberia...........- 14.9 15.9 10.0 13.3* 
Knoxville, Tenn 14.9 15.9 10.0 15.3* 
OS Se 15.1 10.0 14.8* 
Chattanooga........... re Le 10.0 15.2° 
| 14.9 15.9 10.0 15.1* 
Little Rock, Ark........ 14.4 15.4 9.5 15.5* 
*Prices apply for kerosine only. 
Heavy Fuels 
No. 4 Fuel No. 6 Fuel 
nee eee ee $3.782 $3.05 
Baltimore, Md ‘8% ae 4.14 3.33 
Washington, D. C. 1,050 gal minimum.................... 4.43 3.36 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City and Newark prices are for deliveries of 300 
gal or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular. 


(Prices are per imperial gal; to arrive at price per U. 8. 









| | gal, subtract 1/6th.). 
mperia Esso Furnace 
m sso Gasoline 1 
'@) j (Regular) Gasoline Kerosine (No. 2 Fuel) 
l Dir. T.W. Taxes T.W. T.W. 
ee a eee 22.9 17.0 24.7 18.2 
| ES EERE ses ee oe S28 17.0 23.7 17.2 
Se | eee 21.9 15.0 25.7 17.2 
Charlottetown, P. E.I........ 23.6 16.0 26.2 18.8 
Montreal, Que.............. 22.3 13.0 24.6 17.8 
yee 22.3 13.0 25.1 18.1 
Hamilton, Ont... 22.3 13.0 25.1 18.1 
Winnipeg, Man 22.3 11.0 28.5 18.4 
Brandon, Man. 24.3 11.0 28.1 20.2 
ee re 21.6 12.0 25.2 17.1 
Saskatoon, Sask.................. 24.0 12.0 27.4 17.4 
CRI, SA cescesdactscncesee 20.8 10.0 24.4 16.2 
Edmonton, Alta sf 10.0 23.9 15.7 
Vancouver, B. C 22.3 10.0 25.4 17.1 
Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w. 5.0¢ above regular. 
Indiana Red Crown Gasoline Standard 
(Regular) Furnace Oil 
St d d Dir, Cons. Gasoline Kerosine 1-99 100 gal 
angard tw. tw. Taxes T.W gal and over 
Chicago, Ill......... 16.4 18.4 8.0 17.1 15.9 (a) 
South Bend, Ind..... 16.8 18.3 9.0 17.5 16.2 15.2 
Detroit, Mich.. . . 16.5 18.0 9.0 17.8 16.1 15.1 (b) 
Mpls.-St. Paul, Minn. .... 19.1 8.0 17.3 15.9 (a) 
Des Moines, Iowa... .... 18.5 9.0 17.5 15.7 14.7 
St. Louis, Mo....... 18.8 7.5 17.5 15.9 14.9 
Wichita, Kan........ 16.6 18.1 8.0 16.2 14.1 13.1 
SS eee 18.6 10.0 17.7 15.2 14.2 
Fargo, N. D......... 17.9 19.4 9.0 19.2 16.5 15.5 
Huron, 8. D......... 18.2 19.7 9.0 18.6 16.4 15.4 
Milwaukee, Wis..... 17.1 18.6 9.0 17.4 15.9 (a) 


(a) See below for prices on larger quantities. (b) 14.9¢ for 750 gal. & over. 
Standard Furnace Oil Stanolex Fuel A Stanolex Fuel C 
100-399 400 gal 


1-749 750 gal 1-749 750 gal 

gal & over gal & over gal & over 
Chicago... . P 14.9 14.4 11.55 10.8 10.25 9.5 

Standard Furnace Oil 

100-174 175-849 850 gal 100-349 350 gal 

gal gal & over gal & over 
eee 14.9 14.2 13.7 ‘ wihid 
Milwaukee........... ‘ 14.9 14.4 


_ Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines kerosine & furnace 
oil prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to 
be added, where applicable. 

Discounts: Red Crown c.t.w. prices at some points subject to varying discounts for 
quantity deliveries. 


Standard 
Of Cal. 


Prices are tank truck postings, ex all taxes, ap- 
plying for deliveries of 400 gal or more; see 
below for other deliveries. 


“Peart Chevron 





Chevron Gasoline oil” Diesel Furnace Stove 
(Regular) Taxes Kerosine Fuel Oil Oil 
San Francisco, Calif... 18.3 9.0 19.8 14.8 14.8 16.3 
Los Angeles.......... 17.8 9.0 19.3 14.3 14.3 15.8 
ae OE 19.4 9.0 21.8 15.6 15.6 17.1 
Phoenix... .. 19.5 8.0 22.7 16.7 16.7 19.7 
Reno, Nev 20.7 9.0 22.4 17.3 aed 
Portland, Ore 18.9 9.0 21.8 15.1 
Seattle, Wash 19.0 9.5 21.8 15.2 
SI ciesnswseds 21.2 9.5 24.6 16.8 hued aaee 
ere 19.0 9.5 21.8 15.2 wai eade 
Boise, [daho......... 20.7 9.0 31.6 16.7 16.7 18.2 
Salt Lake City, Utah.. 19.3 9.0 20.7 15.3 13.8° 15.8 
Honolulu, T. H....... 19.4 11.5 20.9 15.6 15.6 ; 
Fairbanks, Alaska.... 29.1 8.0 37.9 paon eine 
pO eee 20.6 8.0 29.8 


“Standard No. 2 Burner Oil. 

Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ territorial tax; all T.H. prices are ex- 
Hawaiian gross income tax of 0.75% wholesale and 3.5% retail. 

Notes: For other deliveries— 

Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
gal, except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gal to marine 
trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
4¢ higher than Chevron (regular) for quantity delivered at all points except Salt Lake 
City, 3.0¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where available. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
3¢ for 200-399 gal; tank car/truck trailer. deduet 3.5¢. 

Diesel, furnace & stove oile—Add to 400-gal-and-over price 5¢ for less than 40 gal, 
1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 

(Continued on next page) 





TANK WAGON PRICES 






























Stop 


DEGREE DAY SYSTEMS 39-30Nn sath st. WOODSIDE 77, N. Y. TWini 


USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request | 








ing 8-6666 
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Ohio Standard 


Sohlo Extron Gasoline (Regular) 
Consumer Gasol! 


T.W. 
20.6 
19.6 
18.9 
20.6 
20.6 
19.9 
20.6 
20.6 


ttt tt tt 


-_ 
NNVANIINe2344G29 
eT ee eet tr 


Zanesville... 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 


1¢; 1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & 8.8. 4¢ above regular, re- 


sellers 3. 5¢ above regular. 8.8. prices are at —_er ~operated stations. 
0 


“Summer discount of 0.5¢ on t.w. sales except at 


rtsmouth and Zanesville. 





Texas Company 
Fire Chief Gasoline 
(Regular) 


Con- Kerosine 
Dealer 
T.W. 
Dallas, Tex... 16.4 
Ft. Worth... 16.4 
Wichita Falle 15.6 
16.4 


San Antonio. 
Port Arthur.. 


Gasoline taxes: 8¢. 


Notes: Prices are for min. 25-gal. de- 
liveries. Gasoline—Premium le t.w. 
eh 3.5¢ above regular, except El Paso, 

pai higher. Kerosine—-Prices apply to 

consumers. 


Continental Oil 


(N.B. Prices are Continental’s tank wagon prices. Current selling prices may vary from 
those shown because of local conditions.) 


Taxes: Gasoline taxes include these 
city taxes; Albuquerque & ey 0.5¢; 
Santa Fe, "Cheyenne & ay r, 

Discounts: Salt ‘ivis Falls 
gasoline pare ap Wy w deliveries of less 
than 200 gal; Ary deduct 0.5¢; 
400 gal & over, "deduct | 
21.1 Notes: | oe ced t.w. prices 3.5¢ 
19.2 above amr except Utah & Idaho 

: premum OF. 

’ 18.7 *Prices caely to dealers and consumers 
Cheyenne.... é ( 19.5 except Oklahoma points wher. consumer 


Billings, Mont. 21.9 prices are 1¢ higher. 
23.7 


x7 Kentucky Standard 


19.7 Crown 'Gaso- Kero~- 
" Gasoline line sine 
T.W. Taxes T.W. 


16.9 9.5 15.9 


11.0 15.8 
10.0 16.1 


Fla. 0.0 15.9 
Louisville, Ky. 16. 4 a 10. 0 16.1 

Taxes: Birmingham gasoline taxes in- 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia 1¢; 
Mississippi,"0.5¢. 


Conoco 

Gasoline .~¥ Kero- 
. sine 

(Regular) a T.W. 


Denver, Colo.. 18.0 : 18.5 
Grand June- 
tio 





Gasoline Markets 











Gasoline Consumption by States, May 1959 


(American Petroleum Institute Figures) 
Tax pmnaot Month of———-— ————-— 
May April, 1959 May, 1959 May, 1958 May, 195 
000 Gal. 000 Gal. Gal. 000 Gal. 


84,940 401,835 
39,368 197 ,207 
45 ,037 236,193 
483 ,795 2,362,017 
54,361 263 , 942 


60,780 
16,816 
17,014 
161,712 
111,870 


-—5 Months Ending With—— 
9 May, a 
000 Gal 


83,311 
37,571 
49,715 
481,398 
59,343 


64,439 


Alabama. 381,741 


Arizona... 
Arkansas. . 
California. .... 


Colorado..... 254,497 


286 ,601 
73 ,820 
80,960 

749,460 

498 ,537 


98 ,973 
1,175,859 
685 , 280 
440,148 
396,716 


342,444 


Ds hcaebb esos sheen xs 
Delaware 

District of Columbia...... 

Florida. . ; 


Georgia 100° O28 


23,164 
274,833 
162,430 
110,055 

89,098 


79,048 
81,088 
28,574 
78,766 
120,645 117, ‘448 546, 452 


225 ,434 226 ,317 1,019,489 
122,647 497 ,877 

5 271,866 
689 ,964 


107, 798 524, 466 
23,917 102,661 
275,996 1,200,105 
159 ,063 706 ,062 
118,855 426 ,246 
92,339 404 ,702 


76,676 


23,613 
256 596 


Aooanm 


77,486 
76,480 
22,975 
74,054 
112,257 


211,855 
105 ,765 
56,178 58,261 
146,193 154,340 
24,827 25,420 107 ,584 


55,274 54,950 231,424 
10,990 f ° 54,094 
14,258 74,618 
161,729 786 , 187 
35,851 176,900 


321,662 1,589,016 
30/705 
287 ,399 
87/710 


54,200 
265,211 


Kentucky 
Louisiana.......... 
Maine........ ; 
Maryland... 


Massachusetts....... 522, 258 


Michigan... .. 1,005, 441 


Minnesota. . nde 
Mississippl. sh ckbabei Ons ve Rake 
Missouri. 

Montana 


ee hk) OO 3-3-3 
WA 


102,718 
EE rrr ey tT: : 223,997 
Nevada eee 

New Hampshire... 
New Jersey 

New Mexico 


Mow Fork... -...5+++ ps bears ee 
North Carolina. . 
North Dakota. . 


Oklahoma 


39,366 


353 , 132 
111,601 
32,090 
267 ,950 
85,655 


56,649 
277 ,733 


171 583 
1,535 ,996 


ABNIAND Santos 


wn 


394, 288 


244,614 


(WPT OPUL ET ERT LLL SELL 
1,234 ,066 


DNR are os dns cceg se kp tio nesadeage ben teahnaeeeune 282/993 1,276,627 


an 
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(American Petroleum Institute Figures) 





Tax Ratet —— —-—— — Month of ——_———-—_—-—. —— 6 Months Ending With- 
May April, 1959 May, 1959 May, 1958 May, 1959 May, 1958 
Cents 000 Gal. 000 Gal. Gal. 000 Gal. 000 Gal. 
BS i. sss ss cb exact cobasmauceras iets Caw dbes 6 19,416 20,694 24,582 97,481 101 ,559 
Dots CNR Fuchu wars. cxrcaebcarbatcen ae. ‘a 3 7 61,873 62,040 60,297 292,843 275,034 
South at bas (ubeov apc ta pana Cen end e+ pals 6 27 ,867 32,537 33 ,497 126 , 260 119,277 
PONG suk iin 9 osteo oalbatn bon Senet beovs ; ‘ sats 7 96,944 93,412 92,945 471,084 439 ,092 
Pes dened ys o 6s edpace owe vexeebeke panes ee 4 5 385,315 377 ,886 404,192 1,863,453 1 ,820,746 
Wein aks Ohes P iss cos tat aeeeeensanrives ban ; 6 27 ,072 27 , 864 26 ,347 129 ,075 122 ,588 
Vermont. dives s RUZ A068 at oe ess UPS Ae eee Coenae pods ces 614 9,469 11,161 10,542 46,445 44,488 
VRE dates v8 5 ceneny cd ucubataies ae) oe Cf ge ree 6 107 ,345 113,978 110,929 522,316 494,182 
Washington Vedas uh eck Gnas ven Venaliebtewmans’s 60d keea bihie se 6% 94,352 92,889 86,776 425 ,057 398 415 
We WING s onder ccetsc sctckiveeatece ‘ ae. ; 7 46 564 39,727 38 ,563 210,196 191,957 
GEG dies cvaetnsvs pdcnkurnsbactemnk> SS oaitde Mie eal «0 duh 6 103,184 122,164 120, 156 496 ,699 487 , 839 
WE aia cdsevacn wh suchas bebetabeocke ddvidesecs etna 5 12,599 14,239 14,046 58 555 55 905 
Total 48 States and D. of C.............. - nth Sees 5,024,813 5,286 ,262 5,203 569 24,054,752 23 ,043 ,937 
BE NE. Caxinvcasinecsee'cesesses Ss oa pre 167 ,494 170,525 167 ,857 159 , 303 152 ,609 
Change from previous year: 
Fi ok Pal Teck dcutnah Cakes i Pidncsccmndaas occ vedetweeannas pieieiarss +82 ,693 itp oR ope +-1,010,815 
Percentage change in Daily Average................ccccccccccccececcccees : ; +1.59% pad +4 .39% 
t These are State tax rates per gallon. In addition there is the Federal Tax of Two Cents (2¢) per ga!lon. 
* Ohio gasoline tax increased two cents (2¢) May 21, 1959. 
. . . . 
Gasoline Prices for 55 U. S. Cities 
Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes News are shown below. Figures are in ¢ per gal.; (i) and (d) indicate increase or decrease 
in 55 representative U. 8. cities on Sept. 1, 1959 as compiled by National Petroleum as compared with Aug. 1, 1959. Tax col. indicates only motor fuel taxes levied as such. 
Dir. T.W. Ser. Sta. ‘ax Ser. Sta. Dir. T.W. Ser. Sta. Tax Ser. Sta. 
(ex tax) (ex tax) (incl. By federal) (incl. tax) (ex tax) (ex tax) (incl. 3¢ federal) (incl. tax) 
Amma G. Biss. cccvccceces i-16.48 i-21.79 9.12 i-30.91 Milwaukee, Wise........... i-17.40 22.90 $.00 31.90 
Portland, Me ee: Sa ane d-13.90 d-17.90 10.00 d-27.90 Twin Cities, Minn.......... i-15.30 i-20.40 8.00 i-28.40 
Manchester, N. H.......... 15.60 19.90 10.00 29.90 IM I Mi evisosecdcunde i-17 .90 i-23 .90 9.00 1-32.90 
Burlington, Vt.............. 17.30 d-22.40 9.50 d-31.90 pS ree 18.20 24.90 9.00 33.90 
Boston, Mass............... d-12.40 d-16.40 8.50 d-24.90 Omaha, Neb...... Reda 16.40 21.90 10.00 31.90 
Providence, R. I. covcee G13.00 d-17 .90 9.00 d-26.90 Des Moines, Ia............. 16.30 21.90 9.00 30.90 
Hartford, Conn............. 15.20 19.90 9.00 28.90 St. Louis, Mo............. 17.30 23.40 7.50°°* 30.90 
Buffalo, N. Y............-. d-13.40 d-18.90 9.00 d-27 .90 Wichita, Kans... . : i-16. 60 i-24. 60 8.00 i-32.60 
New York, N. Y..... Sein 16.20 21.90 9.00 30.90 IIIS + on bulp-cdne<'ve 16.30 22.40 9.50 31.90 
pe 15.00 19.90 8.00 27.90 Little Rock, Ark... ae 14.40 19.40 9.50 28.90 
Philadelphia, Pa............ i-16.10 i-20.90 8.00 i-28.90 New Orleans, La........... 13.90 18.90 10.00 28.90 
Wilmington, Del............ i-16, 10 i-20.90 8.00 i-28.90 OO”, eee d-11.90 d-16.90 8.00 d-24.90 
Baltimore, Md...... ase 15.90 21.90 9.00 30.90 Houston, Tex......... 15.40 i-20.90 8.00 i-28.90 
Washington, D.C.......... 15.90 20.90 9.00 29.90 El Paso, Tex. dubvewes 7.80 22.90 8.00 30.90 
ener. , ee 14.90 19.90 10.00 29.90 Albuquerque, N. M. ... 18 23.40 9.50* 32.90 
Norfolk, Va......... aie 14.90 19.90 9.00 28.90 Denver, Colo............... -14.10 d-19.90 9.00 d-28 90 
Charlotte, N a ‘ 15.60 20.90 10.00 30.90 Cheyenne, Wyo.... ; 18.90 25.90 9.00° 34.90 
Charleston, 8. C..... 15.50 20.90 10.00 30.90 Great Falls, Mont......... 19.90 26.90 9.00 35.90 
Atlanta, Ga.......... ~< 16.90 22.40 9.50 31.90 Boise, Idaho............... 20.70 d-26.90 9.00 4-35.90 
Jacksonville, Fla...... Epi 16.60 19.90 10.00 29.90 Salt Lake City, Utah... . 19.30 d-21.90 9.00 4-30.90 
Birmingham, Ala... . . , d-14.90 d-19.90 11.00** 4-30.90 Reno, Nev...... a 20.70 28.00 9.00 37 .00 
~~ eae 17.00 _ 22.00 10.00 _ 32.00 RES 19.50 22.90 8.00 30.90 
Memphis, Tenn............ i-14.10 1-18.90 10.00 1-28.90 Los Angeles, Calif........... 17.80 18.90 9.00 27.90 
Louisville, Ky.............. 16.70 21.90 10.00 _ 31.90 San Francisco, Calif...... 18.30 d-22.90 9.00 4-31.90 
Cleveland, Ohio............ i-17.10 i-21.90 10.00 1-31.90 Portland, Ore............. 18.90 25.90 9.00 34.90 
Cincinnati, Ohio............ 1-15.40 i-19.90 10.00 1-29.90 S| Seen 19.00 26.40 9.50 35.90 
Indianapolis, ee i-15.70 i-20.90 9.00 1-29.90 Spokane, Wash............. 21.20 28.40 9.50 37.90 
Chicago, 6 bien Ghd eee i-16.40 i-22.90 8.00 1-30.90 —_——_ f ; 
po ere i-16.00 i-22.90 9.00 i-31.90 *Includes 0.5¢ city tax. **Includes 1¢ city tax. *** Includes 1.5¢ city tax. 
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Why do oil market- 
ers read National 
Petroleum News? 


Because it’s full of 
useful money- 
making manage- 
ment ideas 


EVER-TITE COUPLING CO. INC 


254 West 54th Street New York 19. N.Y 
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On time on FIRESTONES 


They cut costs on fuel oil deliveries 


Whether you operate one truck or twenty trucks, count on Firestone 
Rubber-X, the longest wearing rubber ever used in Firestone truck tires. 
It’s yours with every Firestone, for extra trouble-free deliveries and lower 
truck tire costs. 

And along with new long-wearing tire rubber, all Firestones bring you 
Firestone S/F (Shock-Fortified) cord for still more stamina and depend- 
ability. No wonder more and more truck owners like yourself find it good 
business, always, to buy Firestones when replacing old tires—and to 
specify Firestones on all new trucks. Ask about them today at your nearby 
Firestone Dealer or Store—your headquarters for fast, reliable service! 


TRANSPORT SUPER ALL TRACTION 








Copyright 1959, The Firestone Tire & Rubber Company BETTER RUBBER FROM START TO FINISH 
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‘Jack’ Crais: Now you see it . 


. Now you don’t 


Making Magic in the Bayou 


A Texaco agent is spurned by suspicious Cajuns 
till he breaks the language barrier — with magic 


ANY OF YOU FELLOWS ever have 
trouble selling a particular type of cus- 
tomer? Well then, climb aboard and 
find out how a “Crazy German” crack- 
ed a Cajun-speaking market down in 
the Bayou country around New Or- 
leans. 

The fellow, a Texaco commission 
agent, is Alvin (Jack) Crais. He’s a 
character no doubt about that but 
he solved a pretty tough problem in 
a rather unusual way. 

Crais (pronounced “Cray”) oper- 
ates in LaPlace, La. That’s on U.S. 
90 just outside New Orleans, where 
until the last few years any English- 
speaking person was looked on as 
either a Yankee or a Texan—with 
just about equal disrespect. 

The LaPlace people spoke the Ca- 
jun tongue and didn’t particularly care 
about learning any other language. 

Our man Crais moved into this ter- 
ritory in 1943 with $15,000 (partly 
borrowed) and a desire to become a 
wholesale peddler of oil products. He 
was already in, having exchanged his 
$15,000 for an old bulk plant, before 
he discovered the language barrier. 

The thing to do, Crais figured, was 


News Notes 


get some employes who could speak 
the native tongue, which he did. 

“But that didn’t help,” he now re- 
calls. In fact, he says, “I got the feel- 
ing both my potential customers and 
my competitors were laughing at me.” 

What to Do?—Well, the $15,000 
was gone. Texaco, he heard, was about 
ready to write the area off as having 
no potential. Learning to talk and 
write Cajun seemed too difficult. So 
Crais chose to become a magician. 

In 1949, some six struggling years 
after his original investment, Crais 
launched his magic act for the bene- 
fit of potential customers. 

His act consisted of small stuff, like 
cigarette, coin and handkerchief tricks. 
Taking along a salesman to act as 
interpreter, he would display his ma- 
gical talents while trying to sell a 
farmer or switch an_ independent 
dealer to Texaco. 

Before long, he now recalls, there 
was lots of talk about the “Crazy Ger- 
man with the magic tricks.” Business 
steadily improved. Now it’s well over 
100,000 gal. a month. 

Why magic, though? Well, be- 
cause Crais is really a showman at 


About Oil People 





heart. He went on the stage in New 
Orleans as a lad of 15, against his 
parents’ wishes, and has never really 
got off it since. 

In the Twenties he played the vau- 
deville circuit between New York, 
Memphis, Birmingham and New Or- 
leans. The depression brought an end 
to this budding career. 

Depression - Proof Business — He 
next became a service station oper- 
ator, but not at any nice residential 
corner or anything like that. No, not 
Jack Crais. He picked a location at 
Rampart and St. Louis Streets in New 
Orleans, which at that time was right 
in the middle of the Crescent City’s 
red-light district. 

Business was good at his station. 
In 1938 he pumped an average of 
22,000 gal. of gasoline a month, sold 
$4,000 to $5,000 annually in repair 
and lubrication services. As he explains 
it, his customers at the time could af- 
ford cars while lots of other people 
couldn’t. 

Crais next got out of the service 
station business to run as an indepen- 
dent for Louisiana’s legislature. He 
won, to the surprise of even himself. 
After one term he became an agent, 
in 1943. 

Nowadays the LaPlace area is more 
English speaking than it was 15 years 
ago. Crais, however, still does his ma- 
gic. Besides amusing his customers 
with his mystical talents, he also puts 
on a magic show now (with his wife) 
for various civic organizations and 
conventions. 

For the civic meetings, he usually 
puts his shows on free of charge. 
This, of course, helps his business. His 
mind reading act always gives him a 
chance to mention Texaco. 

He usually charges small fees for 
his convention shows. 

The “crazy German with the mag- 
ic” is now a well-known commission 
agent in LaPlace. He controls the 
leases on 11 of the 12 stations he sup- 
plies, and expects his business to grow 
as the LaPlace area switches from 
farming to industry. 





H. T. Bankhead was named division 
engineer for Shell Oil Co.’s San 
Francisco marketing division, responsible 
for engineering, construction and main- 
tenance of all Shell marketing installa- 
tions in the coastal areas of northern 
California. He succeeds S. E. Rowden, 
who died recently. 

* 

R. L. Wilcox has switched from sales 

representative to wholesale distributor. 


After 20 years with Standard Oil Co. 
of California, the last three as sales 
representative in the Stockton sales 
district, Wilcox decided to become a 
Standard distributor. 

Standard also announces the appoint- 
ments of two new retail area managers, 
F. L. Apgar in Menlo Park, San Fran- 
cisco Division, and J. W. Wilkinson, 
Flagstaff, Phoenix division. 

* 
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Arthur F. Busch is down in Clearwater, 
Fla., doing some deep-sea fishing on his 
new power cruiser. Busch retired from 
Standard Oil Co. (Ohio) on Sept. 1 
after 47 years with the company. At 
retirement, he was assistant to the vice 
president of marketing. 


e 
Roland L. Thompson, a director, has 


been appointed general manager of 
(Continued on next page) 
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operations at Royalite Oil Co., Ltd., 
Calgary, Alberta. A. E. Meyer, appointed 
manager of the refining and _ sales 
division, will oversee the operations of 
refining, sales and crude oil supply. 
W. R. Young, who was general sales 
manager, becomes manager of the sales 
department. 


° 

Don J. Smith, retired as Washington 
marketing manager for Tidewater Oil 
Co., has been named vice president of 
public relations and sales for the Seattle 
Transfer and Storage Co. 


Richard Cook, a _ wholesale sales 
representative of United Refining Co., 
Warren, Pa., has been appointed na- 
tional chairman for public relations for 
the United States Junior Chamber of 
Commerce. 

© 

Kenneth F. Bishop was promoted 
from district manager at Niantic, Conn., 
to field appraisals representative at 
Suburban Propane Gas Corp., large 
independent distributor of LP-Gas. 
Frank E. Arioli, formerly sales manager 
at Millerton, N. Y., succeeds Bishop. 





Always Flenty of 


Air Power 


with WAM 


/ 


# 


GIVE GUARANTEED 
USABLE OUTPUT 


Plenty of power for extra profit services, 
because Wayne Compressors are “‘station- 
engineered” to your location. They are built 
to operate better in every way — cooler, low 
power consumption, high efficiency, low main- 
tenance costs and long life. Each Wayne Com- 
pressor is sold on the basis of known effi- 
ciency in terms of usable air output — pre- 
tested and guaranteed. Write for catalog of 
complete line to The Wayne Pump Company, 


James A. Rans- 
ford was named 
Washington, D. 
C., representative 
for Tidewater Oil 
Co., succeeding 
L. W. Parson, 
who retired. 

Ransford joined 
Tidewater in 
1927. Since 1950 
he has had a 
variety of market- 

ing assignments on the West Coast, 
including sales training, wholesale sales 
manager, government sales manager and 
export sales. 

« 

Paul J. Cox, unbranded Phillips job- 
ber at Salt Lake City, has moved up 
from vice president to president of the 
Intermountain Oil Jobbers Assn. The 
new vice president, who automatically 
becomes president next year, is H. F. 
Blake, General Petroleum distributor at 
Twin Falls, Idaho. William Holt, Conoco 
jobber at Salt Lake, was_ elected 
treasurer, and Arvin W. Grant of 
Petroleum Marketing Properties, Salt 
Lake, was re-elected secretary. Direc- 
tors are: Robert Lursen and Roy Powell 
from Washington; Al Neilson and Carl 
Brown from Oregon; Wayne Conrad 
and David Grant from Idaho, and Dick 
Adams and Paul Eardley from Utah. 

* 

H. A. Cunning- 
ham is the new 
vice president and 
general sales man- 
ager of marketing 
for Ada Oil Co., 
Houston, Tex. He 
succeeds George 
W. Meyer’ who 
takes the new 
post of vice presi- 
dent of trade re- 


Div. Symington Wayne Corp., Salisbury, 
Maryland or Wayne Pump Canada, lLtd., 
Toronto, Canada. 


Cunningham lations. 

For the past ten years, Cunningham 
has been manager of petroleum company 
sales for B. F. Goodrich Co. He joined 
Ada a short time ago as manager of 
merchandising. 

Charles G. Sones and Earl G. Gatrell 
were appointed assistant general sales 
managers, 


© Efficient Cooling System ‘Sa e 


George L. Phinney, Phillips jobber in 
Laurens, S. C., is potentate of the 
a Shriners of South Carolina. 
@ Longer Useful Life > e 
i a re James F. Coogan was named advertis- 
ing manager for Texaco Inc., and 
Raymond Apy, sales promotion manager. 
Both will report to John H. Childs, 
recently appointed general manager of 
advertising and sales promotion. Coogan 
has been assistant advertising manager 
since 1945. Apy has been assistant sales 
promotion manager since 1953. 


@ Every Unit Scientifically Tested 








@ Constant Level Oil System 


@ Slower Operating Speeds 





Charles H. Dresser, vice president of 
industrial sales for Anderson-Prichard 
Oil Corp. since 1946, has retired. He 


COMPRESSORS 


(To obtain more data on advertised products see page 172) 
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was the first man employed by the 
company when it was formed in 1920. 
7 
J. Paul Peek continues as president 
vt Southern Oil Co., Ft. Lauderdale, 
Fla., recently acquired by Delhi-Taylor 
Oil Corp. 
© 
The Pennsylvania Grade Crude Oil 
Assn. re-elected all officers and directors 
with one exception. Karney R. Cochran, 
Bradley Producing Corp., Wellsville, 
N. Y. is the new second vice president, 
succeeding A. C, Simmons, who resigned. 
Other officers are: J. Paul Jones of Brad- 
ford, president; George J. Hanks, South 
Penn Oil Co., first vice president; 
Fayette B. Dow, vice president and 
general counsel, and Samuel Messer, 
Quaker State Oil Refining Corp., treas- 
urer. David D. Haskins of Wellsville is 
a new member of the board. 
a 
Arthur C, Kneibler was appointed 
general manager of Drake & Mills Oil 
Co., Syracuse, N. Y., Atlantic Refining 
Co. subsidiary. He is succeeded as 
general sales supervisor of the Syracuse 
district by Kenneth R. Goodhart. 
° 
Dutch VanHulzen, Phillips jobber in 
Oskaloosa, Iowa, will be able to take 
things a little easier now. His son is 
coming back into the business with him. 
+ 
Frank B. Fulen- 
wider, formerly 
assistant market- 
ing manager of 
Tidewater Oil 
Co.’s_ western di- 
vision, becomes 
general manager of 
supply and trans- 
portation for DX 
Sunray Oil Co.'s 
marketing depart- 


sion at Madison, Wis., now operates 
as a district under the northern division. 


* 

Clarence (Ted) Shaw Jr. recently 
joined Lion Oil Co. as assistant manager 
of gasoline and fuel oil sales. He’s been 
district representative for Kerr-McGee 
Oil Industries for the past three years 
and was with Ashland Oil & Refining 
Co. before that. 

° 

Curt Smith, former manager of the 

Fleet Foote Service at Hastings, Neb., 


recently bought the business and is now 
operating a Chevron jobbership under 
the name of Curt’s Fleetway Service. 
= 
Tommy Munro, youthful (28) president 
of the Mississippi Oil Jobbers Assn. and a 
Shell jobber at Biloxi, is no longer a 
bachelor. He married the former Eliz- 
abeth Falls of Webb, Miss., in August. 
e 


William R. Lund, marketing research 
manager for Warren Petroleum Corp., 
moves from Tulsa to Pittsburgh as 


Shell Jet Refueler for Eastern Airlines. 
Photo courtesy Columbian Steel Tank Co, 


Fulenwider ment. He _ thus 


joins N. B. Ingram and Floyd Miles 
as one of three general managers under 
DX’s new marketing reorganization. 
Ingram is general manager of retail 
marketing and Miles of general office 
sales. All three report directly to 
Stanley D. Breitweiser, executive vice 
president. 

With continued decentralization of 
the marketing organization, W. W. 
Needo moves up from assistant division 
manager to division manager of the 
expanded eastern division headquarters 
in Terre Haute, Ind. The area now 
includes all of Illinois and Kentucky 
and parts of Indiana and Missouri. 
Needo replaces E. E. Marsau, who was 
named manager of the Oklahoma City 
district office. 

Roy W. Ellis, formerly northern 
division manager at Waterloo, Iowa, 
transfers to Tulsa as southern division 
manager. He replaces L. J. McCampbell. 
named manager of the expanded Tulsa 
district. 

George O. Sokol, assistant division 
manager, succeeds Ellis as manager of 
the northern division. The central divi- 


Hose Reels by HANNAY 


First Choice for Jet Refueling 


Years of dependable performance 
and design experience have made 
Hannay reels the first choice for 
aviation refueling among airlines 
and major oil companies. Han- 
nay has met the Jet Age chal- 
lenge with modern, high capacity 
full-flow reels to meet the most 
exacting standards, 


For petroleum handling from 
oil field to ultimate consumer, Hose Reels by 


specify the finest . . . insist 
on hose reels by HANNAY! 


CLIFFORD B. HANNAY & SON, INC., WESTERLO, NEW YORK 
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coordinator of the gas and gas liquids 
department of Gulf Oil Corp. 


L. W. Walker has retired as manager 
of Leonard Refineries asphalt depart- 
ment. He will continue as a consultant. 


H. D. Stanley has been named to the 
new post of costs and pricing economist 
for DX Sunray Oil Co.’s_ marketing 
department. 


NEW COUNTING PUMP 


for 
petroleum 
products 


Dean Hadfield 
was named man- 
ager of marketing 
for Continental 
Oil Co.’s  south- 
western region, 
succeeding the 
late B. T. Willey. 
He was formerly 
assistant market- 
ing manager. 

A native’ of 

Hadfield Utah, — Hadfield 
joined Conoco in 1930 as a_ service 
station salesman in Salt Lake City. After 


series 


988 


with Clear-View Counter 


High Vaeuwum + Double Action + Up to 15 C.PM. 


Here in one package Tokheim gives 
you a new, low cost, high-vacuum, 
hand pump with an efficient counting 
device. Pump is similar to famous 
Tokheim 688 models now in use, 
delivering on both forward and baek 
strokes, but operates with one instead 
of two diaphragms. Yet it functions 
smoothly up to 15 gallons per minute, 
and will withstand rugged use. Clear- 
View Counter is calibrated to the 
stroke of the pump and provides es- 


General Products Division 


sential gallonage figures for user’s 
records, It counts up to 100 gallons 
per fill and totalizes up to 10,000 
gallons, measuring on full or partial 
stroke. Pump .has vacuum breaker, 
stainless steel valve assemblies, self- 
adjusting suction pipe, removable suc- 
tion screen, locking device and many 
other features. Write for catalog. 


Clear-View Counter may also be used 
with Tokheim Model 688 hand pumps. 


- SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 


1650 Wabash Avenue 


Fort Wayne 1, Indiana 





OKHEIM 


Subsidiaries: Tokheim International A.G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto 
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a stint in Idaho, he returned to Salt 
Lake in 1937 as city sales manager, 
became assistant division manager in 
1946 and manager in 1952. Hadfield 
transferred to Fort Worth in 1954 as 
division marketing manager and two 
years later became assistant manager of 
marketing for the southwestern region. 

Conoco also announces that Harry S. 
Campbell is promoted to manager of 
the Billings marketing district. He was 
formerly real estate representative for 
the Rocky Mountain region. 


Harpster 


William H. Harpster, Sun Oil Co. 
district sales manager at Tampa, Fla., 
has moved north as district sales manager 
at Long Island City, N. Y. He succeeds 
Louis J. Ford, recently named wholesale 
department manager in the New York 
sales region. 

Robert E. Dyer, formerly sales man- 
ager of the Exeter, Pa., district, moves 
south to succeed Harpster. 


Commander Wing: A string of degrees 


NEW _executive-secretary-treasurer of 
the Oil Heat Institute.of New England 
is Robert C. Wing. He succeeds the late 
Ivan C. Sutherland who died last May 
and relieves Fred Beckwith who came 
out of retirement to fill the role of acting 
secretary. (Beckwith hurried back to 
Florida the week after Wing was ap- 
pointed. ) 

Wing, a U. S. N. Commander (re- 
tired), comes to OHI from the post of 
assistant to the chairman of the board of 
Curran & Burton, Bay Oil Corp. and 
Rhode Island Refining Corp. His past 

(Continued on page 206) 
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FAST, ECONOMICAL WAY TO 
GET 100% WATER-FREE JET FUEL— 
CONVERT with the Purolator Conversion Kit 


The hay-bale type of horizontal separators or dehydra- 
tors, which you have now in the 300 and 600 GPM sizes, 
can easily be changed to modern, approved separator/ 
filters in accordance with MIL-F-8508A and MIL-S-254B 
specifications. All you need is the Purolator Conversion 
Kit, nothing more—no additional piping, no welding or 
tank modification, no disconnecting of inlet or outlet. 
Servicing can be accomplished by one man. So can 


replacing elements. 

All units are equipped with the Purolator Micronic® 
coalescer element which removes both solids and water 
from jet and other aviation fuels. Purolator recommends 
that units be changed at 15 psi pressure differential. 

Get ready for the jet age the economical way . . . send 
for complete information on Purolator’s Conversion Kit. 
Write to Purolator today. 


Filtration For Every Known Fluid f= LU oe O LATO me 


PRODUCTS, INC. 
RAHWAY, NEW JERSEY AND TORONTO, ONTARIO, CANADA 
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career includes liaison work with Con- Earl G. Burlingham, area sales super- 
gress, Munition Board mobilization visor at Newark, N.. J., is assistant 
planning, the Army-Navy Petroleum division sales promotion supervisor. 

Board, refinery operations in South At the district level, Jerome J. 
America, and oil industry staff work Fruchtmann, product control and equip- 
with Standard Oil Co. (Ohio) and with ment maintenance supervisor in the 
General Petroleum Corp. operations department at New York, was 
After graduating from the United named Middle Atlantic district operating 
States Naval Academy in 1935, he went supervisor. Gordon Spooner was named 
on to Harvard Business School (1939), New England district sales training su- 
then earned a law degree at George pervisor. Spooner replaces W. C. Dale, 
Washington University (1949) and now sales supervisor at Brockton, Mass. 
topped them off with a degree in Named area supervisors were: August 
petroleum engineering from the Univer- J. Andre, at Utica, N. Y.; Joseph W. 
NOZZLE sity of Pittsburgh (1953). Brodie, at New Haven, Conn.; Samuel 
A native of Augusta, Me., Wing now V. Fleet, Bridgeport, Conn.; Harry P. 
PLUG lives on Mt. Hope Bay in Bristol, R. L., Hyatt, Revere, Mass; and Hamilton 

with his wife, Virginia, and their three Robin, Passaic, N. J. 

: | children. ey 
Prevents Spillage . C. S. Hansen was appointed head of 
Tidewater Oil Co. has announced Pure Oil Co.’s industrial sales service 
For Nozzle Tubes several changes in the eastern division department, succeeding W. H. Fowler 

from I'/," marketing department. who retires Sept. 30. 

r 1 5/ "OD _ Nicholas L. Sullivan, area sales super- Me 

° 8 os visor at Utica, N. Y., was named Hugh Lacy, vice president of Urich 
$I 95 ea division credit card sales supervisor. He Oil Co., was elected president of the 
° ° succeeds John N. Harris who's now new Pacific Small Business Assn. formed 
Deal ¢.° Westbury area sales supervisor. to “coordinate and organize retail small 
ea nal nquiries Philip H. Rider, district operating business” throughout California. Jack 
Solicited supervisor at Philadelphia, is now assist- Reed, Los Angeles general sales man- 
ant division operating manager; Ray- ager for Mohawk Petroleum Inc., is 
RICHFILL NOZZLE PLUG CO. mond A. Sanborn, area sales supervisor vice president, and B. E. Devere, 
S. E. C. 39th & Market Sts in Revere, Mass., is assistant division president of Community Stations Inc., 
: "Philadelphia 4. Pa : supervisor of specialty products, and is secretary-treasurer. Frank Urich, presi- 
» ra, 











| 
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NOW-You Can Eliminate Curbing Maintenance 


WITH (MORGAN PUMP ISLAND FORMS 


Completely assembled, just set, level and pour concrete in 
permanent island form. 


No more building wooden forms, disman- 
tling, rubbing down new island. 

@ Rolled top edge—no tire scuffing — 

no more chipped and cracked islands. 

@ Permanent smooth surface can be 
painted to give a neat appearance. 

@ Welded construction of 12 gauge 
prime steel. 

@ Standard height 9’. Also available in 
any size or shape. 

@ Reinforced with tie bars and angle stiff- 
eners. Center conduit tube for alarm hose. 


SIGN AND LIGHT POLE BASES—These 
bases are available in either round or 
radius corners. Built in template assures 
proper alignment of anchor bolts. 


BUILDING WALK FACING AND WHEEL 
BAY GUARDS—These permanent smooth 
curbs formed to radius. Also available 
from 9” to 12” in height. 

Write us for additional information or 
engineering layout of your individual 
curbing requirements. 


MORGAN BROTHERS COMPANY 


Dept.PN-10 « 7227 Tioga Street ¢ Pittsburgh 8, Pa. 
DISTRIBUTORS WANTED IN MANY AREAS — A POSTCARD WILL BRING FULL DETAILS 
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dent of Urich Oil., was elected to the 
board of directors. The association has 
retained John A. Touhey as executive 
secretary. 


e th. inf iw. , - 
Edwin J. Kastmer was named ad- ONE OF THE That's right! You don’t have to 


vertising and merchandising manager mane y re! belding ‘ie paren 
for Pate Oil Co., Milwaukee. With Pate Just stick it in the fill pipe, 
since 1952, he had been TBA manager 5 R FAT S T squeeze the valve lever open and 
and merchandising manager. At the ye engage the hold-open latch. While 
same time, John Lind steps back into the P it fills the tank you service the car, 
post of TBA manager, a position he had sell extras. When the tank is filled 
held before moving to a special assign- the Fil-O-Matic shuts off auto- 
ment in Iowa. matically. Saves time, labor, 

+ money. No overflows, no gas 


J. C. Egan, district manager at stains on car body to clean off, no 
Columbus for Pure Oil Co., was pro- E V F R N \ F N T FD angry customers. 
moted to marketing assistant to the 


regional general manager at Chicago 


headquarters. P. D. Jones, division 

reseller manager for the central division, FO) i S P R ] CE 

succeeds Egan at Columbus, and is 

himself succeeded by J. R. Riggs, who Cy FULLY AUTOMATIC 
was branch manager at Lima, Ohio. NOW 

Fred Doepel Jr., branch manager at | STAT ) NS LISTED WITH SHUT-OFF NOZZLE 
Youngstown, Ohio, succeeds Riggs. 


Joseph G. Evans, manager of the 
San Francisco district office for Du 
Pont’s petroleum chemicals division for | } 
the past five years, moves to Cleveland Stop working for your pump nozzle. Gel 
as manager of the district office. James 4 7 the Nozzle that works for you—OPW’S 
G. M¢cllhiney, sales representative, iB ; { i No. 1 Fil-O-Matic, the Fully Automatic 
moves up to succeed Evans. L , hhut-Off Nozzle. Write on your letter- 

—. : j ead for more information. 





HOLD-OPEN ol-igaslit- me selemlomelhs-ma. ceriaal: ia) 
service with one man! 


3 
The North American Gasoline Tax 


Administrators have elected new officers. : ’ opw CORPORATION 


John Scrivner, manager of the Oregon x 
State Fuel Tax Division, was elected Use fill up time , CINCINNATI 25, onto 
president. Fred London, North Carolina Sin ealaaan PHONE: Kirby 1-5400 
Gasoline Tax Division director, was tention time! , 
elected vice president. Oliver L. Slinker, aceite 
Pennsylvania Bureau of Liquid Fuel Tax, 
is secretary, and Lawrence Campbell, 
supervisor of the Missouri Motor Fuel 
Tax Unit, is treasurer. 
ry 
, : NOW! Refinished 
Frederick A. Wolthoff, credit manager 
of Hartol Petroleum Corp., was ap- INDENTED COMPUTER WHEELS 
pointed assistant treasurer. He'll con- 
tinue to supervise the credit department. » : 
m for as little as 


The American Football League, a $375 PER COMPLETE SET 
proposed new professional football con- Of 18 WHEELS 
ference, will include a Houston team F.0.8. East Dedham, Mass 
owned by K. S. (Bud) Adams Jr., You can get refinished gasoline pump com- 
president of Ada Oil Co. Eventual plans puter wheels (with INDENTED figures) by 
call for an eight-team circuit, with six- sending in your used, old-style computer 
team play beginning next year. Other wheels as exchange replacements. Save 
teams will be Dallas, Los Angeles, New money in your pump-repair program, reduce 
York, Denver and Minneapolis-St. Paul. i maintenance costs, and insure longer com- 

© i puter life in-the-field. Try our GUARAN- 
ae eS a TEED service and prompt delivery for the 


, a j very finest there is in computer-wheel and 
manager for Empire Petroleum Co., / totalizer refinishing. 


Denver, was elected vice president in WRITE TO-DAY 
charge of sales for the Rocky Mountain for Complete Details 
area. William H. Ganely, Wisconsin sales 
manager headquartered at Sheboygan, 
was elected vice president in charge 
of sales for Wisconsin operations. 
* 
Paul A. Snell was named dealer sales the Cambridge company 


supervisor of the Syracuse, N. Y., 80 MILTON STREET, EAST DEDHAM, MASS. 
(Continued on page 209) 


VALVES @ FITTINGS @ ASSEMBLIES for handling hazardous liquids. 
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NOW IS THE TIME FOR 

oil marketing equipment and TBA 
ADVERTISERS WHO MISSED 

this years NPN FACTBOOK issue 
TO TAKE STEPS TO SEE 

THAT IT DOESN'T HAPPEN AGAIN 


(make notes, write memos, telephone, 


advise agency, do something) 


The 6th annual NPN FACTBOOK issue 
to be published in mid-May 1960 


closes for advertising April 15th, 1960. 
Be sure to get it on your 1960 advertising schedule now. 


@ The subscribers to the monthly NPN and its annual FACTBOOK issue are the oil marketing 
management men in the major oil companies and the independent oil jobbers. These are the 
men responsible for the purchase and maintenance of practically all facilities and equipment 
required for the storage, transportation and merchandising of petroleum products. They are 
also the men who buy the tires, batteries, accessories and other products sold through service 
stations. These buying managers of America's gigantic oil marketing industry keep and use the 
NPN FACTBOOK issue the year-round because it is, in itself, the most complete oil marketing 
management reference library in existence. Be sure the next issue refers them to your prod- 
ucts every time they use it the year-round. 


National Petroleum News 
for Oil Marketing Management 
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district of Atlantic Refining Co. He was 
formerly sales training coordinator for 
the New England region at Providence, 
Ry ik 

ry 

Robert G. Hemphill of Portland Oil 
Co. was elected president of the Oil 
and Burner Dealers Credit Assn. of 
Metropolitan Portland (Ore.) Inc. Other 
officers are: James Yeoman, Multnomah 
Fuel Co., vice president; Roy Rockwell, 
Carson Oil Co., treasurer, and Lloyd 
Meisen Jr., Sunset Fuel Co., secretary. 

* 

J. H. Doores was elected a vice 
president of Esso Export Corp., inter- 
national marketing affiliate of Standard 
Oil Co. (New Jersey). He’s been head 
of the coordination division concerned 
with economic analysis of foreign and 
domestic affiliates. 

* 

A. T. MeMullen, a veteran of 45 
years in the oil business, has retired 
as jobber sales manager of the Pure Oil 
Co.’s northwest division. He is succeeded 
by James Culpepper. 

* 

Arnold Burns is the new manager 
of the Farmer’s Union Co-op Supply 
Co. of Beatrice, Neb., Champlin dis- 
tributors. He succeeds Guy Pheasant, 
who retired after 30 years in the post. 

* 

J. C. Morgan has been appointed man- 
ager, construction and maintenance di- 
vision, Esso Standard Oil Co., succeed- 
ing W. J. Koenig. 


Deaths... 


James A. Doc- 
tor, 49, market- 
ing vice president 
for Vickers Petro- 
leum Co., was 
killed instantly in 
a highway = acci- 
dent on Aug. 19. 
He got out of 
his car to fix a 
flat tire and was 
hit by another 
motorist. The ac- 
cident occurred on U. S. 54, near 
Augusta, Kan. Services were held in 
Wichita; burial was in Sioux City, Iowa. 

Doctor had joined Vickers last June. 
Before that he had been marketing vice 
president for Champlin Oil & Refining 
Co. for five years and prior to that was 
director of sales administration for Con- 
tinental Oil Co. 

Doctor is survived by his wife, 
Mildred, and two daughters, Diane and 
Donna Sue. 


Doctor 


6 
Lee Vincent Caddigan, 70, owner of 
the Caddigan Fuel Co., Tacoma, Wash., 
died Aug. 9. 
* 

William Bowers Brown, 52, presi- 
dent of Esso Standard Oil Co. of 
Uruguay, died of pneumonia on Aug. 25 
in Montevideo, where he was _ buried. 
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Brown had been with Standard Oil 
Co. (N. J.) since 1931, when he 
graduated from the University of Dela- 
ware. He was eastern collegiate back- 
stroke champion as a collegian. He 
held sales training and sales positions in 
Maryland, was personnel manager in 
Baltimore and in 1938 transferred to 
Esso of Brazil. In 1944 he was manager 
of the Chile company and two years 
later returned to the U. S. as public 
relations coordinator for Latin American 
affiliates. He became public relations 
director for the entire Jersey system, 
then president of the Esso Caribbean 
in 1950. In 1954 he became president 
of Esso of Uruguay. 

® 
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SIZES: 3” & 4” 
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Ed Eye, 87, one of the founders of 
Cottonwood Oil Co-operative, Minne- 
sota’s oldest petroleum cooperative, died 
Aug. 22 in Hanley Falls, Minn. 


* 

Charles H. (Jack) Coe Jr., 65, suf- 
fered a fatal heart attack on July 31 
in Sullivan, Ind., while driving to a 
wedding at Champaign, Ind. 

Coe retired in February after 33 years 
with Texaco, Inc., the last 14 as district 
manager for Kentucky, southern Indiana 
and southern Ohio. After a month’s 
vacation, he joined Southern Tank Lines 
Co. of Louisville. 

He is survived by his wife, a daughter, 
Mrs. R. H. Kall, four grandchildren, 
and a brother. 


This versatile valve furnished on Oilco load- 
ing assemblies No.’s 1426, 1458 and 1462 is 4 
valve that thinks for you, It is a revolutionary 
improvement in loading line valve construc- 
tion, and tests in the field confirm its great 


efficiency in liquid loading operations, 


It offers vacuum control, the elimination 
of hazardous spillage, speed loading, instant 
draining, pre-determined shut-off, permits op- 
erators to fill many compartments simultan- 
eously, and fire prevention is assured by a 
fusible link. The result; POSITIVE AUTO- 


MATIC CONTROL. 


This valve may be shut off manually by 
operator at any time for safety, Aluminum 
and bronze construction, 3” size weighs 18 


Ibs.; 4” size weighs 28 Ibs. 


WRITE FOR DESCRIPTIVE BULLETIN A-135. 


Representatives in all leading cities, U. $. and Canada 


Oit EQUIPMENT 


3100 VERMONT AVE., 


MANUFACTURING Co. 


“Ren Bone ee: 


LOUISVILLE 11, KY., U.S.A. 
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Outside of 
Mother Earth 
the best container 


for Petroleum products 


4 Vulcan steel pails 


-& drums 


Strong! Leak-proof! Complete ad 
industry's most complete Selection ety! Available fas 
fc} \ 
he re eae Osur les, CO 
of the reasons why the Nation's eading 5 : es, ae ee netroleum pr 
foducers of olla 


j he econo 
Carn all of the reasons. including { 


s from 1 through 55 gallons, with the 

ze 

oi RI Hi-Bake linings. These are some 
an 

a oducts ship those products 


in Vulcan Steel Containers. T my factor, write today! 


Attach this ad to your calling card and mail today for © free literature, or 0 a meeting with your local ‘Vulcansultant’ a technical man who can help you with your 
container problems. * Jn California: Vulcan Containers Pacific Inc., San Leandro * In Canada: Vulcan Containers Limited, Toronto, Vancouver, B.C. 
VULCAN CONTAINERS INC., Bellwood, Illinois, Phone: LInden 4-5000 NPN-109 
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Coming Meetings 


OCTOBER 


Florida Petroleum Marketers Assn., man- 
agement institute, University of Florida, 
Gainsville, Oct. 1-2. 


Desk & Derrick Club, 8th annual conven- 
tion, Hilton Hotel, San Antonio, Tex., Oct. 


South Carolina Oil Jobbers Assn., 5th 
management institute, University of South 
Carolina extension division, Columbia, Oct. 
6-7. 


California Natural Gasoline Assn., annual 
meeting, Huntington-Sheraton Hotel, Pasa- 
dena, Oct. 8-9. 


Colorado Petroleum Marketers Assn., annual 
fall meeting, The Broadmoor, Colorado 
Springs, Oct. 8-10. 


Independent Oil Men’s Assn., fall round- 
up and forum, Sheraton Plaza, Boston, Oct. 


Louisiana Oil Marketers Assn., management 
institute, L.S.U. campus facilities, Baton 
Rouge, Oct. 8-10. 


Texas Oil Jobbers Assn., management in- 
stitute, Baker Hotel, Mineral Wells, Oct. 


Tennessee Oil Men’s Assn., annual fall 
meeting, Andrew Jackson Hotel, Nashville, 
Oct. 11-13. 


API, Marketing Division, operations and 
engineering committee meeting, The Broad- 
moor, Colorado Springs, Colo., Oct. 11-15. 


API, Marketing Division, marketing re- 
search committee meeting, The Broadmoor, 
Colorado Springs, Colo., Oct. 12-15. 


Fuel Merchants Assn. of New Jersey, an- 
nual meeting and trade show, Chalfonte- 
Haddon Hall, Atlantic City, Oct. 13-16. 


Petroleum Packaging Committee, Packaging 
Institute, Goodhue Hotel, Port Arthur, Tex., 
Oct. 12-13. 


Indiana Independent Petroleum Assn., an- 
nual convention, Hotel Severin, Indianapolis, 
Oct. 13-14, 


West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 14. 


South Dakota Independent Oil Men’s Assn., 
annual meeting, Sheraton-Cataract Hotel, 
Sioux Falls, Oct. 15-16. 


Packaging Institute, 2ist annual meeting 
and trade show, Hotel Statler, New York 
City, Oct. 16-18. 


Pennsylvania Petroleum Assn., management 
institute, Nittany Lion Inn, State College, 
Oct. 18-21. 

American Society of Lubrication Engineers 
and American Society of Mechanical Engi- 
neers, joint lubrication conference, Shera- 
ton-McAlpin Hotel, New York City, Oct. 
20-22. 


Nebraska Petroleum Marketers Assn., an- 
nual meeting and trade show, Paxton Hotel, 
Omaha, Oct. 20-21. 


Oil Trades Assn. of New York, annual 
banquet, Waldorf-Astoria Hotel, New York 
City, Oct. 21. 


Virginia Petroleum Jobbers Assn., semi- 
annual meeting, Hotel Roanoke, Roanoke, 
Oct. 21-22. 


Texas Oil Jobbers Assn., management in- 
stitute, Commodore-Perry Hotel, Austin, 
Oct. 22-24. 


Virginia Oil Méen’s Assn., semi-annual 
meeting, Hotel Roanoke, Roanoke, Oct. 23. 


Independent Petroleum Assn. of America, 
Statler-Hilton Hotel, Dallas, Oct. 25-27. 


National Lubricating Grease Institute, an- 
nual meeting, Roosevelt Hotel, New Or- 
leans, Oct. 26-28. 


Society of Automotive Engineers, national 
transportation meeting, LaSalle Hotel, Chi- 
cago, Oct. 26-28. 


Society of Automotive Engineers, national 
fuels and lubricants meeting, LaSalle Hotel, 
Chicago, Oct. 28-30. 


Assn. of American Battery Manufacturers, 
semi-annual meeting, Palmer House, Chi- 
cago, Oct. 29-31. 


NOVEMBER 


National Oil Jobbers Council, annual meet- 
ing, Congress Hotel, Chicago, Nov. 4-7 


API, 39th annual meeting, Conrad Hilton, 
Palmer House and Congress Hotels, Chi- 
cago, Nov. 9-11. 


Society of Independent Gasoline Market- 
ers of America, annual meeting, Congress 
Hotel, Chicago, Nov. 8-9. 


DECEMBER 


Interstate Oil Compact Commission, Ho- 
tel Sheraton, New Orleans, Dec. 3-5. 


Oil Industry TBA Group, annual meeting, 
Chase-Park Plaza Hotel, St. Louis, Dec. 7-8. 


Society of Automotive Engineers, Shera- 
ton-Cadillac & Statler Hotels, Detroit, Dec. 
11-15. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Dec. 20. 


JANUARY 1960 


Society of Automotive Engineers, annual 
meeting and engineering display, Sheraton- 
Cadillac and Statler Hilton Hotels, Detroit, 
Jan. 11-15. 


Arkansas LP-Gas Assn., semi-annual meet- 
ing, Hotel Arlington, Hot Springs, Jan. 17-18. 


Kansas Oil Men’s Assn., annual conven- 
tion, Broadview Hotel, Wichita, Jan. 17-19. 


Kentucky Petroleam Marketers  Assn., 
34th annual convention, Brown Hotel, Louis- 
ville, Jan. 18-20. 


Northwest Petroleum Assn., annual meet- 
ing and trade show, Nicollet Hotel, Minne- 
apolis, Jan. 20-21. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Jan. 20. 


Michigan Petroleum Assn., management 
institute, Michigan State University, Lansing, 
(date not available at publication). 
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FEBRUARY 


> Missouri Petroleum Assn., annual meeting 
and trade show, Chase Hotel, St. Louis, Feb. 
1-3. 


Intermountain Oil Jobbers Assn., Trop- 
icana Hotel, Las Vegas, Feb. 3-5. 


Iowa Independent Oil Jobbers Assn., an- 
nual convention, Ft. Des Moines Hotel, Des 
Moines, Feb. 16-17. 


Nebraska Petroleum Marketers Assn., 
management institute, University of Ne- 
braska, Lincoln, Feb. 16-18. 


Wisconsin Petroleum Assn., annual meet- 
ing and trade show, Hotel Schroeder, Mil- 
waukee, Feb. 24-25. 


»API, Marketing Division, lubrication com- 
mittee meeting, Sheraton-Cadillac Hotel, De- 
troit, Feb. 25-26. 


MARCH 


Kentucky Petroleum Marketers Assn., Sth 
management institute, Brown Hotel, Louis- 
ville, Mar. 14-17. 


Society of Automotive Engineers, na- 
tional automotive meeting, Sheraton-Cadil- 
lac Hotel, Detroit, Mar. 15-17. 


Texas Oil Jobbers Assn., annual conven- 
tion, Commodore-Perry and Stephen Austin 
Hotels, Austin, Mar. 17-19. 


Ohio Petroleum Marketers Assn., annual 
convention and trade exposition, Deshler- 
Hilton Hotel, Columbus, Mar. 23-24. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Mar. 23. 


APRIL 


API, Transportation Division, highway 
conference, Shamrock-Hilton Hotel, Hous- 
ton, Apr. 4-6. 


> Oil-Heat Institute of America, annual con- 
vention and trade show, Park Sheraton 
Hotel and The Coliseum, New York City, 
Apr. 4-7. 

23rd National Oil Heat & Air Condition- 
ing Exposition, The Coliseum, New York 
City, Apr. 4-7. 

American Society of Lubrication En- 
gineers, annual meeting and exhibit, Nether- 
land-Hilton Hotel, Cincinnati, April. 19-20. 
Michigan Petroleum Assn., Detroit-Leland 
Hotel, Detroit, Apr. 19-20. 

National Petroleum Assn., Hotel Tray- 
more, Atlantic City, Apr. 20-22. 
Independent Petroleum Assn. of America, 
mid-year meeting, Denver Hilton Hotel, Den- 
ver, Apr. 24-26. 

»Natural Gasoline Assn. of America, 39th 
annual convention, Rice Hotel, Houston, 
Apr. 27-29. 

Indiana Independent Petroleum Assn., 
management institute, Indiana University, 
Bloomington, (date unavailable at publica- 
tion). 

Iowa Independent Oil Jobbers Assn., man- 
agement institute, State University of Iowa, 
Central Iowa City, (date unavailable at pub- 
lication). 


First listing. 





SEARCHLIGHT SECTION 


EMPLOYMENT 
BUSINESS: 


DISPLAYED 


individual Spaces with border rules for prominent 
display of advertisements. 

The advertising rate is $17.75 per inch for all 
advertising appearing om other than a contract 
basis. Contract rate quoted on request. 

Employment Opportunities—$27.00 per 
ject to Agency Commission. 

An advertising inch is measured %” vertically on 
one column, 3 columns—30 inches—to a page, 


inch, sub 


OPPORTUNITIES’ 


SE 


:EQUIPMENT 
:USED OR RESALE 


UNDISPLAYED 


$1.80 per line, minimum 3 lines. To figure sdvance 
payment count 5 average words as a line. 

Positions Wanted take one-half of above rate. 

Box Numbers in care our New York. Chicago & 
San Francisco offices count as one additional line. 

Discount of 10% if full payment is made in advance 
for 4 consecutive insections. 

Send NEW ADS or Inquiries to Classified 

Advertising Division NATIONAL PETRO- 

LEUM NEWS, P.O. Box 12, New York 36. 











TANK-TRAILER 
SALES ENGINEER 


Trailer manufacturer has open- 
ing for tank-trailer sales engineer 
to program and assist large and 
well-established dealer sales effort 
in Southeast. Headquarters Sa- 
vannah, considerable travel in 
Southeast region will be required. 
Excellent salary plus incentive 
bonus and other benefits. Engi- 
neering education helpful; tank- 
trailer sales experience required. 
Write: Sales Manager 


Great Dane Trailers, Inc. 
P. O. Box 1159, Savannah, Ga. 











SALES EXECUTIVE 


Established oil company wishes to employ individual 
who has had petroleum marketing experience at the 
executive level. Salary commensurate with experience 
and proven ability. Send All 
information confidential, 

P-2549 NATIONAL PETROLEUM NEWS 


Class. Adv. Div., P.O. Box 12, N. Y. 36, N. Y. 


background resume. 








USED GASOLINE COMPUTER PUMPS WANTED 
REPAIRABLE OR REPAIRED. ANY NUMBER, MODEL 
OR AGE. CALIBRATING GEARS NOT REQUIRED. 
QUOTE MODEL, NUMBER AVAILABLE, CONDITION 
AND PRICE, 


W-2646 NATIONAL, PETROLEUM NEWS 
CLASS ADV. DIV., PO, BOX 12, N. Y. 36, N. Y. 








FOR SALE 


KB 7 International Tractor 


Nine compt trailer, double bulk heads, 2053 gallons, 
2% inch tines and meter Rubber good, one new tire, 
as extra ready to roll, with new motor and brakes. 


C. A. Shelton, Box 107, 
Siler City, N. C. 














PROFESSIONAL 
SERVICES 














PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 





ADDRESS BOX NO, REPLIES TO: Box No. 
Classified Adv. Div. of this publication, 
Send to office nearest you. 
NEW YORK 36: P. O. BOX 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 


POSITIONS VACANT 


By Florida Marketer, general manager for chain 
of independent service stations. Excellent op- 
portunity for executive with wide experience in 
petroleum marketing. Good salary. Expense ac- 
count. Write fully, outlining experience, refer- 
ences and vital statistics. P-2102, National Petro- 
leum News. 


Wanted Field Maintenance Man-Chicago area. 
Service Station pumps-air compressors-lifts. Pre- 
fer oil company experience-steady-good pay. 
P-2571, National Petroleum News 


POSITION WANTED 


Sales Executive age 42 with broad and success- 
ful experience in refining and petroleum market- 
ing interested in challenging position with non- 
major. Now located East Coast. PW-2660, Na- 
tional Petroleum News. 


BUSINESS OPPORTUNITIES 


Bulk Oil Plants, Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 


For Sale in Oklahoma—Oil Compounding Blend- 
ing Plant with land, plant facilities, machinery 
and equipment. Ideal locaton, two railroads, two 
freight lines. Three well advertised trade-mark 
brands of oil and an established brand of per- 
manent anti-freeze. BO-9095, National Petroleum 
News. 


Established major and independent private brand 
jobbership for sale. Volume exceeds 1,000,000. 
Central Oklahoma. 15 owned or leased stations. 
Excellent earnings. Terrific potential. $85,000 in- 
cludes 2 truck LPG operation. Poor health. BO- 
2394, National Petroleum News. 


Two responsible men each 15 years experience 
now holding management positions major com- 
pany interested buying jobber operation pre- 
ferably South East. Thoroughly familiar all 
phases marketing including international sales. 
Would be particularly interested buying 50% 
1959/60 remainder 1961/62. Welcome through 
investigation. BO-2527, National Petroleum 
News 





Your Inquiries to Advertisers 
Will Have Special Value... 


—for you—the advertiser—and 
the publisher, if you mention this 
publication. Advertisers value 
highly this evidence of the publi- 
cation you read. Satisfied adver- 
tisers enable the publishers to se- 
cure more advertisers and—more 
advertisers mean more informa- 
tion on more products or better 
service—more value—to YOU. 





‘ZONING OF 
AIL 


Many cities in the United States 
use postal zone numbers as part 
of their address. The use of these 
numbers accelerates and simplifies 
the processing of mail, makes it 
easier for the less experienced clerk 
to distribute the mail, and effects 
earlier dispatch and delivery of 
your mail. 


For this reason, it is important 
that you use zone numbers wher- 
ever applicable. Learn your own 
zone number and use it on your 
return address. Obtain the zone 
numbers of those to whom you 
write, and include them on all cor- 
respondence. Your local post office 
will be glad to furnish you with 
any information concerning postal 
zones. 


MAILING EARLY IN THE DAY 


At present approximately 80% 
of the mail is received: in the post 
office between the hours of 6 and 
10 p.m., creating a tremendous peak 
period problem. 


To process this tremendous vol- 
ume of mail, the post office has to 
schedule 75% to 80% of its em- 
ployees on night duty. Since night 
workers are paid a 10% differen- 
tial, postal costs are increased. In 
addition, because of the larger pro- 
portion of night work, the post 
office is faced with a recruitment 
problem as potential employees are 
attracted to jobs with more desir- 
able working hours. 


Early mailing would cut postal 
costs and stretch your tax dollars. 
Moreover, the reduction of night 
work would enable more postal em- 
ployees to spend evenings at home 
with their families. 


The simple fact is, that by- mail- 
ing earlier in the day, the peak load 
would be spread out, enabling the 
post office to place a larger amount 
of mail on earlier planes and trains, 
and thus assure earlier delivery at 
point of destination. 


A Public Service Message From 
NATIONAL PETROLEUM NEWS 
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e Weather Forecast. Ernest J. Christie, the Weather 
Bureau’s New York straw boss, tells the one about 
the meteorologist who noticed an Eskimo building an 
igloo with double-thick walls. Obviously, he had some 
way of anticipating an extraordinarily severe winter, 
so the weather man inquired about it. Yes, said the 
Eskimo, he was sure the winter would be a hard one. 
The weather man asked him how he knew. “Well,” 
said the Eskimo, “I notice the white man has extra 
big coal piles this year.” 


e@ From the Fossil’s Mouth. “Why, our gasoline and 
motor oil comes from those things,” said a Long 
Island Sinclair lessee explaining the use of dinosaurs 
in a current promotion. “Those things were around 
a million years ago, and the gas they make is the best.” 


e It Was This Way, Judge. In a Dallas Court, the 
defendant said he was guilty of negligent collision, 
but wanted to explain how it happened. 

He was driving in the right-hand lane of a four- 
lane street, he said, when he came on a stalled truck. 
He stopped behind it, waited until the lane to his 
left had cleared, glanced in his mirror, backed up and 
pulled around the truck. As he drove away, he heard 
something flapping on the back of his car. 

“So I pulled over and got out and here was this 
Volkswagen hanging on the back of my car,” he said. 

The “Volkswagen” driver (who was really driving 
a Renault) said he’d also come to a stop in the left- 
hand lane. “As he pulled around the truck, he hooked 
onto me,” he explained. 

The judge did his best to provide a happy ending 
by cutting the fine to the minimum. 


e Fashion Note. A long Island oil company’s tanks 
are painted rose, green, orange, orchid, lime and blue. 








NPN 








“It’s very hush-hush, but 
I think it involves some 
kind of space platform.” 
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the barrel 

















“Jammed safety belt.” 








e Relatives of an immensely wealthy oil jobber were 
gathered to hear the reading of his will. Seated prom- 
inently among them was his spectacularly built young 
secretary, Miss Melanson, who sat nervously on the 
edge of her chair as the lawyer neared the end of 
the will. 

“Lastly,” read the lawyer, “to Miss Melanson, my 
lovely but unfortunately uncooperative secretary, 
whom I promised to remember in this will: Hi there, 
Miss Melanson!” 


~ on 


“Yes, by eliminating stake trucks on small-volume deliveries, 
our jobbership has cut transportation costs by almost 250%.” 








B.EGoodrich / 





Use this full-flow, kinkless hose 
for faster fuel oil deliveries 


B.F.Goodrich hose is flexible, easy to handle even in cold weather 


H™: a fuel oil hose that handles 
easily, reels readily, saves many 
minutes each day. It speeds deliveries 
by keeping a full, unobstructed flow of 
oil moving from truck to tank. 

With its strong braided construc- 
tion, this B.F.Goodrich hose always 
keeps its full round shape, can’t flatcen 
or collapse on the reel to choke oft flow 
or slow it down. There’s no reinforc- 


ing wire to take a permanent kink. 

The tube of the hose is completely 
oilproof, won't swell to reduce the 
inner diameter, won't flake off into the 
stream of oil. A special kind of rubber 
makes the hose flexible and easy to 
handle even in sub-zero weather. 

Its thick, tough cover is built for 
rough use. Dragging it over curbs, 
rough sidewalks and driveways won't 


harm it. Letting it stand in gasoline, oil 
or grease won't damage it. And there’s 
no danger of sunlight causing it to crack 
or check. Either one-time Permalock 
or reattachable couplings can be used. 

Ask your B.F.Goodrich distributor 
to show you a sample and tell you more 
about Type 83 fuel oil hose—an im- 
proved hose that’s easier to handle, can 
make faster deliveries, and reduce oper- 
ating costs. B.F. Goodrich Industrial 
Products Co., Dept'M-695, Akron 18, Ohio. 


B.EGoodrich fuel oil hose 


(To obtain more data on advertised products see page 172) 
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Cu pre M@ among dispensers! 


The ALL-NEW TOKHEIM Jnterceptors 


BEST FOR THESE REASONS 


OUT-AHEAD STYLING 


up-dates your station—brings in new 
customers — more business. 


LOOK BETTER LONGER 
due to generous use of stainless steel, 
porcelain and special finishing processes. 
PERFORM BETTER— 
smoother, easier, quieter, due to im- 
proved pumping unit—hydraulic con- 
trol in pedestal models. 


COST LESS TO MAINTAIN. 


Advanced design of internal parts re- 
quiring new, more costly materials, 
results in extremely low upkeep cost. 


TOKHEIM invites comparison with 
any other pump, on any basis. 


® 


DREAM PUMPS FOR THE JET AGE 


> y ... TOKHEIM CORPORATION 
OKHEIM DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
FORT WAYNE, INDIANA 
GASOLINE PUMPS 


Subsidiaries: Tokheim International, A.G., Lucerne, Switzerland; ; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Ontario 








... like having your own CPA 
at every transfer point 


and line meter 


Get a printed ticket for every se ~~ oe 
transaction—from line to bulk 
plant and to the customer 


A. O. Smith Meters are perfect auditors... 
give fuel oil dealers an unquestionable record 
of product received and loading rack through- 
put. On the route, printed meter tickets 
provide a quick and accurate means of billing. 

There’s a reliable A. O. Smith Meter for 


every use — “S” Meters for incoming lines and r, 
loading rack, “T” Meters for service aboard Through research “%% ) '...a better way 


your fuel delivery trucks. 


If your operations are plagued by unex- * 
plained losses, or if your accounting system 
needs streamlining, an A. O. Smith Meter Man _ 


. : CO 8.0 8. £7 oS oN 
can help. Contact your nearest representative 
oie diet Smith-E.._ Division 


Factories: 5715 Smithway St., Los Angeles 22, California; Erie, Pennsylvania. Offices: Atlanta 5, Ga.; Chicago 3, Ill.; Houston 2, Texas; Los Angeles 22, Calif; 
New York 17, N. Y.; Oakland 21, Calif.; Tulsa, Okla. Canada: Toronto 12; Vancouver 1. A. O. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A. 


“T" truck meter 








